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‘our-color magazine pages are 
deep in the war, while the 
cent text pages are already 
nverted to the new _ emer- 
ies connected with peace. 
a A A 

The Aug. 25 issue of The New 
reer ran a 4-color page for 
nsworth Television, labeling 
nk Borowy as a star pitcher of | 
New York Yankees. Maybe 
+ directors don’t read the sports 


a a 
Charley Heale says there’s a 
onsylvania hardware store over 
) years old, and more than 50 
ich have passed the century 
rk. Perhaps they should call 
ard wear. 


* 9 V¥ 
Stockings woven of fine threads 


stainless steel may compete 
nylons, the head of the 
nerican Iron & Steel Institute 


jyuoted as saying. Then a gal 
a run in her stocking will 
to the nearest machine shop 
repairs. 
7, =. 
Retailers had planned to board 
their windows on V-J Day, 
t what they had better look out 
r is the day when nylon stock- 
bs go on sale again for the first’ 
a a: 
An Illinois agency wants a man 
th thorough training in copy 


layout, acquired either in 
lege or in the school of ex- 
ence.” 


A diploma from the University 
Hard Knocks is entirely ac- 
table, 
v v v 
Jack Louis is said by ADVER- 
ING AGE to be a member of the 
Wlington Liars’ Club, but an 
ertising man would hardly 
nt to take advantage of a bunch 
amateurs. 
- -— 
servicemen have expressed a 
bod deal of annoyance with some 
the ads run during the war, 
Sgt. Karl Ireland summed it 
!up by ealling it the product of 
€ copy men’s tripewriters. 
" FF ¥ 
International Pictures will spend 
000 to promote ‘Tomorrow 
Forever” in newspapers, maga- 
)usiness papers, radio and 
door. At that rate the appro- 
lation may last till tomorrow, 
‘not forever. 
= = 
The Victory Loan in October is 
t last big drive of World War 
0 advertising men who haven't 
en on the deal until now 
ve one more opportunity 
in their service stripes. 
7, Vv F 
‘thical medical copywriter” 
0 ing for an agency connec- 
ynder what his luck would 
e just happened to leave 
t “medical’’? 


, ome 
ac ys the beautiful reception- | 
hs that she can get cigarets | 
it she is hoping Mr. Wrig- | 
soon tell her when Spear- | 
d Juicy Fruit will be back. | 
7 VV FV 
ning veterans, the politi- 
iy, will have a lot to do 
determining governmental 
in the future, and right 


1 deciding where the 1945 
| pennants will fly. 
Copy Cus. 


| in Washington 


Nt | Obituaries 
ey seem to have the whip | Photographic Review 7\ 


46\0: M. Mathes, Inc., to handle advertising for Skol sunburn lotion and 
; | Skat insect repellent, formerly handled by J. Walter Thompson Com- 
4g|pany. The shift gives Mathes the entire account, worth $1,000,000. 


TO THE 25,000,000 AND MORE PLAMVING TO wi Saal Kala 


EMERSON RADIO AND FPHONOCHAFH CORPORATION. & 


PRICED—This Emerson Radio & Phono- 

graph ad which appeared in Parade 

Aug. 26 and also ran in color in The 

American Weekly, is one of the first 

postwar radio ads which carries cost of 

each model shown. Prices, however, 
are listed as approximate.” 


Appliance Makers 
Up Ad Budgets 
fo Woo Housewives 


New York, Aug. 30.—Appliance 
manufacturers, no longer ham- 
pered by restrictions, have begun 
to enlarge their advertising ap- 
propriations in anticipation of 
full production by the first of the 
year. No attempt is being made 
to harness promotion to produc- 
tion, which is limited for the time 
being, and appliance makers are 
frankly out to capture the largest 
backlog of anticipated demand in 
history. 

New copy, already switched to 
consumer themes, has begun to 
appear, and by the October is- 
sues of publications the adjective 
“postwar” will be a thing of the 
past. It has already been super- 
ceded in many instances by 
“order now.” The only condition 
likely to hamper promotion is un- 
certainty as to prices, which are 
currently set at 1942 levels. Opin- 
ion in many quarters is that such 
prices are 25% too low. 


Starts in Newspapers 
Bendix Home Appliances, Inc., 
South Bend, has already ear- 
marked $1,500,000 for advertising 


and sales promotion this fall. The | 


company is also entering news- 
papers and told ADVERTISING AGE 
that it plans to spend more for 


newspaper advertising than its 
national magazine expenditure, 


OPA Clings to 
‘A? Prices Despite 
Retailer Protests 


Says Distribution 
Setup Must Absorb 
Higher Costs 


Washington, Aug. 29.—Sup- 
the Office of Economic Stabiliza- 
tion, OPA today maintained calm 


aloofness to the protests of its re- 


price line on new consumer goods 
by passing manufacturer increases 
to the distributor. 

The OPA pricing plan, which is 
supposed to give sufficient incen- 
tive to a manufacturer to invite 
|production without hurting the 
/consumer, is based on a collection 
of OPA statistics which indicate 
|that dealer margins throughout 
ithe war have been substantially 
greater than in the 1936-39 pe- 
riod, and that in 1941 they ex- 
ceeded 1939 margins by 40%. 


Given ‘Increase Factor’ 


Under the plan, manufacturers 
in reconverting industries are al- 
lowed “an increase factor” over 
their 1942 price based on prewar 
price plus legal inereases in ma- 
terials and labor cost, plus a per- 
centage of profit. In virtually all 
cases, OPA expects that this in- 
crease will be absorbed in the dis- 
tribution system, so that most 
durables will reach the market at 
prewar prices. 

Retailers and OPA came to a 
showdown on the plan at a meet- 
ing here Tuesday, with retailers 
arguing that their wartime profits 
will quickly evaporate now that 
expensive prewar merchandising 
services will again be required. 

Armed with a 129-page report, 
including supporting charts and 
graphs, prepared by Dr. Jules 

(Continued on Page 68) 


ported by a new directive from | 


tail reconversion price committee | 
against plans for holding the 1942 


Paper Shortage Persists; 
Slows Expansion Plans 


Giant Power 
is coming! 


TERY soon now, a new Tydol 
Flying-A giant power gasoline equipment, like the atom splitter 
will be available to vou at all cleav petroleum 


This ultra-modern refining 


| 


ie. 


to 
Day, provided a tornado of power cause if will top the finest Tydol 
Fiving-A you've ever known! 


for warplane engines 


| 


BIG SWING—This newspaper ad an- 

| nouncing Tide Water Associated Oil 

| Co.'s new gasoline is one of many such 

ads the oil companies have suddenly 

begun running in newspapers. (Story 
on Page 56.) 


United to Use Five 
Media to Promote 
25th Anniversary 


Chicago, Aug. 30.—The silver 
anniversary of the nation’s first 
transcontinental air service, now 
flown by United Air Lines, will 
be saluted in newspaper, maga- 
zine and trade publication adver- 
tisements, and via a network radio 
program and an especially pro- 
duced sound film, “Of Men and 
Wings.” 

Color ads proclaiming the com- 
pany’s 25th birthday on Sept. 8 
will run in Business Week, News- 
week, The Saturday Evening Post, 
Time and U. S. News. Black- 
|and-white ads will be inserted 
| in 50 metropolitan newspapers 
(Continued on Page 69) 


Washington, Aug. 31.—Presiden 


instructions to Secretary James 
ls. 


|international information program 
| dissemination of information abro 
} 


OWI domestic branch activities b} 


Last Minute News Flashes 
Truman Ends OWI Domestic Branch 


t Truman today ordered an end to 
y Sept. 15 and, in the same order, 


transferred overseas OWI operations to the State Department, with 
Byrnes to work out a permanent | 


to “assist private enterprise in the 
ad.” (Earlier story on Page 18.) 


Callos Leaves Allis-Chalmers for Agency 


| Milwaukee, Aug. 31.—George J. 


Callos, advertising and public rela- 


which now exceeds $1,000.000 an- |tions manager of Allis-Chalmers Mfg. Company, named as “industrial 


nually. 
Bendix is already producing the 
(Continued on Page 66) 


Read Private Lines 


information. Page 44. 
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| 


advertising man of the year” for 1944 by Industrial Marketing, will | 


join Klau-Van Pietersom-Dunlap 
vice-president and account execut 


Pepsodent Offers Jeeps in 
| 


for ahead-of-the-times | 2"4 cash prizes for winning letters on “Why we should not cash our | 


Chicago, Aug. 31.—Pepsodent Division of Lever 


will sponsor a contest, starting la 


war bonds.” Contest will be pror 


|via Sunday supplement and new 


Associates, Milwaukee agency, as 
ive Oct. 1. 


‘Keep Bonds’ Contest 
Bros. Company 
te in September, offering 20 Jeeps 


noted on the Bob Hope show and 
spaper advertising for five weeks. 


Young to Assist President of Southern Railway 


Washington, Aug. 31.—B. E. Young, 
12| Southern Railway System, has been named assistant to the president, 
43| succeeding Holcombe Parkes, who resigned to become vice-president 


executive representative of 


of the National Association of Manufacturers, New York. 


New York, Aug. 31.—Gallowhu 


: Entire Gallowhur Account to Mathes 


- Chemical Company has appointed 


McGraw-Hill, Fawcett 
Announce New Ad and 
Circulation Policies 


New York, Aug. 31.—Although 
Uncle Sam has lifted restrictions 
on use of book paper by magazine 
and business paper publishers and 
other users, the law of supply and 
demand still prevents most of 
them from getting much additional 
paper for advertising and circula- 
tion purposes, ADVERTISING AGE 
has been informed by leading pub- 
lishers and paper mill executives. 

One executive points out that 
the magazine paper supply situa- 
tion is slightly better than a year 
ago, and that reduced government 
demands probably will improve it 
further. Another says, however, 
that the paper companies still must 
reserve 35% of their supply for 
governmental purposes. 


Puip Imports Will Help 


Increased pulp imports will be a 
favorable factor. The manpower 
situation is expected to improve 
soon as more workers are released 
from war jobs, but transportation 
and press and other mechanical 
facilities may prove to be bottle- 
necks for some time to come. 

Another factor operating against 
established publishers is the aver- 
age $39 a ton price differential on 
book paper between spot and con- 
tract buyers. Despite current dif- 
ficulties, all major publishers are 
now making at least tentative 
plans to accept more advertising 
and increase circulation. Several 
already are’ increasing paper 
weights, and some are announcing 
new titles. 

McGraw-Hill Publishing Com- 
pany, which controls its own paper 
supply, announced this week that 


RCA Uses Large 
Space to Promote 
Plastic Records 


Camden, N. J., Aug. 30.—RCA 
Victor division of Radio Corpora- 
tion of America will launch a cam- 
|paign Sept. 2 to introduce a new 
plastic record under the Red Seal 
De Luxe label. The advertising 


will be in addition to the regular 
|campaign now running for Victor 
| records and will appear in 57 news- 
| papers in cities from coast to coast 
The insertions will run to 1,000 
|lines and initial “teaser copy” will 
|\be followed by similar-sized ad- 
|vertisements in Sunday supple- 
|ments in 57 papers. Eight business 
papers will be used to carry the 
message to dealers during October 


Extensive use will be made of 
radio, and dealers will be offered 
cooperative 

The copy theme is “Come and 
get it’? and invite ustome! t 
buy the new unbreakable record 
Price is set at $2 a record com- 
pared with $1 for the regular Red 
Seal disc, whic! vill ntinue to 
be marketed. Only newly-recorded 
works will be issued in the new 
line at first. 

J. Walter Thompson C pany, 


New York, is the agency 
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“we are already in process of add- 
ing to our active circulation lists 
over 52,000 subscriptions.” This 
company next will increase the 
weight of stock used in its 24 
business papers from the present 
31 pounds to 40 pounds, beginning 
with October issues. 

“At the same time,’ McGraw- 
Hill says, ‘“‘we are removing pres- 
ent ceilings on advertising pages 
(with the possible exception of 
Business Week, which for mechan- 
ical reasons alone must continue 
to be limited in size).” 


To Resume Prewar Size 
Effective with January issues, 
“all McGraw-Hill publications 
with the exception of Busi- 
ness Week, Construction Methods 
and Electrical Merchandising, will 


return to our prewar trimmed 
size (NIAA standard) — 8%4x 
115%.” Color bleed pages will 


again be accepted, and the maxi- 
mum weight for supplied adver- 
tising inserts will be raised from 
the present 60 to 100 pounds. 
McGraw-Hill expects that be- 


| ginning next February or March| 
| “our magazines will be printed on | 


| 45 or 50-pound full coated stock, 
to be manufactured by a new and 
faster coating method.” 
Fawcett Ups Circulation 

Fawcett Publications, which re- 
duced the number of its titles 
from 63, prewar, to 14 at present, 
has more paper to “play with” 
than some other major publishers. 
Fawcett already has announced 
(AA, Aug. 27) increased circula- 
tions of True and Life Story, and 
is planning both new magazines 
and comic books to boost its pres- 
ent circulation total of 3,500,000. 

Increased paper use will vary 
with the individual publications. 
Although all magazines in this 
group will increase the weight of 
their stock, True for example, first 
will increase the number of its 
editorial and advertising pages. 
Fawcett expects “to be able to 
take on all advertising comers 
soon.” 

Both Curtis and Crowell-Collier 


report that they have not formed 


their new paper policies yet. The 
Woman’s Home Companion is add- 
ing 100,000 circulation, but cannot 
yet promise schedules to new ad- 
vertisers. Both Curtis and Hearst 
Magazines, Inc., report that they 
are working out policies, and the 
Hearst policies probably will be 
announced in a few days. ‘“Ob- 
viously,” an executive of this com- 
pany says, “we plan to put bet- 
ter paper in all our books.” 


‘Time,’ ‘Fortune’ Up 


Time and Fortune recently an- 
nounced advertising rate in- 
creases, based on _ anticipated 
larger circulation. Life, currently 
with 4,000,000 circulation, has in- 
creased its circulation guarantee 
to 4,500,000, effective next April 1, 
and to 5,200,000, effective Oct. 7, 
1946. Time, Inc. probably will an- 
nounce new advertising accept- 
ance policies in the next two 
weeks. 

Pathfinder, published by Farm 
Journal, Inc., Philadelphia, is 
readying a new rate card guaran- 
teeing circulation increases from 
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Yes—happy Hoosiers are really in the “dough”... 


and they're spending it for the good things in life. 


The Effective Buying Income in the 33 counties 


covered by the Indianapolis News is over One 


Billion Two Hundred and Fifty Million Dollars 


divided among one and a quarter million prosperous 


Hoosiers. Your message in The NEWS. .. will bring 


results... both NOW and after the war! 


THE INDIANAPOLIS NEWS 


The Great Wooster Daly, Alone, Does the Newspaper Job 


NEW YORK 17 — 
INDIANAPOUS 6 


Don A. Corroll, 110 E. 42nd St. 


CHICAGO 11 — J. E Lutz, Tribune Tower 
J. F. Breeze, Adv. Dir. 


400,000 to 600,000 by Jan..1, 1946; 
| to 700,000 March 1, 800,000 May 1, 
, 900,000 Sept. 1 and 1,000,000 by 


| bec. i. 
NPA Surveying Members 


National Publishers Association, 
New York, is launching a survey 
among its 400 members, composed 
of magazines, farm publications, 
business papers and religious pa- 
pers, to ascertain their probable 


six months. 
Even if substantially more pa- 


few months, advertising 
still may be restricted by short- 
ages of printing and other equip- 
ment. The 
Board of Trade for New York re- 
ports a definite labor shortage 
among the 75 plants here. 


Can Meet Demands 


Printers Association believes, 
however, that printers will be 
able to meet increased demands. 
A survey of 165 ‘‘tnon-publication” 
printing plants in 20 major cities 
showed that governmental work, 
as measured by paper processed, 
rose from 2.75% in 1941 to 18.15% 
in 1944. The proportion of “func- 
tional and utility”’ printing, mean- 


schools, hospitals and other non- 
profit groups), from 1.45 to 1.24%; 
and promotional (including book- 
lets, folders, catalogs, etc.), from 
26.81 to 15.84%. 

The decline in governmental 
printing expected to 
more scope for the other groups 
—notably the “promotional.” The 
printers were able to 
their business from 20 to 25% dur- 
ing the war, it is explained, by 
the use of lighter weight papers. 
Because their workers generally 
are older than those in some other 
industries, they have been less af- 


is 


ito war industries. Some new 
equipment, however, is needed. 


_WAR’S END HELPS 
PRINTERS LITTLE 
| Chicago, Aug. 31.—The war’s 


end will have no immediately sig- 
| nificant effect on the printing 
trades, spokesmen for printers, 
| engravers and others in the in- 
|dustry have informed ADVERTIS- 
/ING AGE. 
| Some cancellations or reduc- 
tions of orders from the Govern- 
|ment Printing Office and military 
forces have already occurred, but 
only 6 or 7% of printers’ facilities 
in this area have been used for 
|that type of work. Commercial 
: ; 
| houses will, furthermore, continue 
to receive orders to print govern- 
ment documents and other matter 
throughout the reconversion 
period and afterward. 

Both printers and plate-makers 
continue hard-pressed for enough 
workers and see no prospect for 
any early solution to the man- 
power problem. The lifting of 
wage ceilings will affect them less 
than most industries. The situa- 
tion will ease only after former 
employes return from the armed 


trained. 


Manpower Situation Paramount 
printing machin- 
wood for plates 

materials 


of 
and 
other 
exist, but industry 
consider these of minor 
|quence compared with the man- 
believed 


Shortages 
metal 
some 


| ery, 
| and 


power situation. It is 

here that the manpower, equip- | 
iment and paper shortage will | 

gradually dissappear. New ma- 
| chinery, more metal and wood, 
'and increased paper supplies| 

probably will become available, | 


|more or less simultaneously with 


per becomes available in the next 
volume 


Photo - Engravers 


The New York Employing 


while, declined from 68.99% 
to 64.77% of institutional (for 


uses of paper for increased adver- | 
tising and circulation in the next 


the war has yet resulted 


creased demand from a be 
for plates and from publi herd 
additional press output. 7), 
has for two or three yerrs \, 
more demand than coyjg _ 


handled, here as elsewhere 
any new demand would be 4. 
to detect, it is said. 


Work Piles Up 


Printers and other firn 
field here are still catchins 


work delayed by the lo He 
mer strike against R. R D, 
nelley & Sons Company. 
two-day victory celebra’ mn i 
caused a work pile-up, 


recent refusal of Chicag 
engravers to work overtime. 

A new threat to product 
developed from a dispute | 
printers and the Chicagy 
graphical Union over wages 
acceptance of union by-laws | 

Until yesterday it was cop 
ered almost certain that a 
contract would not be signeg 
Monday night, when the preg 
one expires, and that 500 la 
and small printing shops w 
be closed Tuesday when linoty 
ers, make-up and other nj 
members would refuse to go b; 
to work. None of these men }; 
put in any overtime this week 

Today, however, union lea 
have indicated that they } 
worked out a_ solution to ; 
problem which they believe 
be acceptable to the members! 

If the strike or lockout occy 
it will affect more publishers a 


provide | 


increase | 


} 


forces and new apprentices can be | 


other firms than were hurt dy 
the far-reaching Donnelley s 
last June and July. About 43 
union members in 500 shops 
cluding W. F. Hall, Cuneo. 
land, Western Newspaper U 
and other large ones, will be 
volved. Newspapers, which h; 
a separate contract with the ty 
graphical union, will not be 
volved. 


‘fected by military draft and shifts| ‘Norte’ Adds Circulation 


Norte, picture magazine pu 
lished in New York for Lat 
America, will increase its ci! 
\lation guarantee from 60,000 
100,000 with the January, 19! 
issue, and is adjusting advertis 
rates. 


Yoder to Ziff-Davis 

Robert A. Yoder, sales adv 
tising manager of the Universi 
of Chicago Press, has been 
pointed director of the book «& 
partment of Ziff-Davis Publis! 
Company, with headquarters 
New York. 


still | 
spokesmen | 
conse- | 


the return of experienced work- | 
men. 

Because of special local labor | 
'front developments, it 


is difficult | *SEE PAGES 32 AND 33 
to determine whether the end of | 


” . ; — Se 
ee ee | 
| — q 
| .: 
| '¢? 
| BY 

ote Pas ras a | Y 
Bl) Ji | 4 
a aD ee F 
a  ” Ree 4 ll 
a all | ; / 
SS .) / / | / 
jeer _ &§ 
— VW oJ : | 
y 6 Nn I9 on | 
NN \ the ~ . 4g | 
SS v ‘ pn Hered 
a SS ro — 
7 a 75 POA NI 
*,. ee ‘ i SE cea 
(peweann 
eect cttCC 
ee 
a eel 
_ . 
\n* a aa oat , 4 
ee Wit 


a 
ia oa 


laws, 
COnsy 
a nd 
“1gnec 
> prese 
500 lar 
PS wou 
1 linoty 
ler Unig 
O go bs 
men 
> Week 
MN lead 
hey 
1 a 
lieve 
nbers} 
ut occy 
shers ay 
Irt du 
ley et 
Out 45 
shops 
uneo, | 
er U 
ill be jy 
lich hy 
the ty 
ot be j 


lation 
ine pu 
for = Lat 
its cir 
60,000 
iry, 194 
dvertis 


Ss adve 
Jniversit 
been 
book ¢@ 
‘ublist 
arters 


_ 


ry 
. 


i 
his 


x 


| 


Here’s a picture of the most important man 
in America. 


He’s the Wage Earner. 


He—he alone—can finance America’s prosper- 
ity. To have jobs for all—we must make and 
sell 50 per cent more than we did in our best 
peacetime year. 


For these added sales—look to the Wage Earner 
—America’s biggest single customer. His saved 
up billions are four times greater than all America 
had saved back in 1918. His ‘spending money”’ 
since 1939—above his fixed costs has advanced 
92 per cent—while the cash of his white collar 
brother has decreased 31 per cent. 


And, according to W.P.B.’s Krug, during the 
“reconversion”’ period eight out of nine Wage 
Earners will keep on doing exactly what they 
have been doing in the same plant at the same 
job—earning and spending— while industry re- 
tools for full employment. 


Nine out of nine Wage Earners have now 
“‘sampled’’ the most important thing in America 
—the American high standard of living. 


And they like it. 


They want to re-furbish their millions of 


i a re . 
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lf Your Advertising Mobilizes His 


homes—inside and out; they want to build 
more of them; they want to replace old and worn 
out cars, washing machines and refrigerators. 
And these families have the cash—the lion’s 
share of a sum already tabulated at 116 billions. 


But it’s up to your advertising to keep their 
brand new standards of living intact—to raise 
their sights—to turn their vast billions of 
dollars into even bigger wage-making sales... 
to reassure them of the Security of Spending. 


Thus, your advertising is in a position to do 
not only a highly profitable job but also a 
remarkable social job. Your advertising can 
now serve the Wage Earner materially—in the 
same way Macfadden Publications have served 
him spiritually. For 25 years his family has 
found Macfadden Publications the most under- 
standing, believable, helpful biographer of their 
lives, their hopes, their aspirations. Perhaps 
that’s the reason these publications have so 
often been described as the magazines with 
the ‘““ccommon touch.”’ 


This is why your advertising in Macfadden Mag- 
azines becomes as much part and parcel of their 
lives as the editorial content itself. No other 
magazines in America today have greater 
power to influence the Wage Earner millions. 
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Wealth 


Headquarters for Wage Earner Information 


In the last 12 years, Wage Earner America has 
become the dominant influence on our economic 
and social life. Through these years Macfadden 
Publications have accumulated an immense amount 
of material on every facet of Wage Earner life in order 
(as stated in Macfadden’s pledge to industry)... 
“to maintain our service to Industry as the most 
authoritative private source of knowledge and 
understanding of these people—upon whom In- 
dustry —and, indeed, our entire economic system 
as we presently know it—must depend:’ 


Here are a few of the titles released recently by 
Macfadden’s Research Director Everett R. Smith. 
These will be of immediate interest to executives 
seeking clearer understanding of how America’s 
Wage Earner millions live, work, plan: 


This Changing America «What Shall We Do About It? 
Pattern For Survival 
The Workers Look at Management 
What the Workers Want and Expect in Postwar 


Wage Earner Forum, Vol. 2, No. 1, reporting findings 
on: Postwar Purchase Plans of Wage Earner Wives 
How They Will Pay for Postwar Purchases 
Sentiment on Installment Buying - Rationing Control 


We have still available a limited supply of the 
above titles. They are free on request. Write today 


Reaching One-Half of The Wage Earner Families in America 


MACFADDEN PUBLICATIONS, INC. 


TRUE STORY - THE MACFADDEN WOMEN’S GROUP - THE MACFADDEN MEN’S GROUP 
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St. Louis Unions 
Ask Newsprint for 
Own Publication 


St. Louis, Aug. 30.—With ne- 
gotiations in the newspaper strike 
here completely stalemated and 
citizens going without their favor- 
ite dailies for «ae second week, 
the St. Louis Newspaper Guild 
and other unions banded together 
this week and asked WPB for 


newsprint to publish a morning 
and evening newspaper. 

The Guild sought immediate ac- 
tion on its request that WPB re- 
lease the necessary newsprint, but 
a hearing on the proposal was 
set before WPB next Tuesday. 
Publication of the Globe-Demo- 
crat, Post-Dispatch and_ Star- 
Times was suspended two weeks 
ago following a strike by mem- 
bers of the AF of L Paper Car- 
riers Union. Publisers have de- 
nied the routemen’s demand for 


recognition as a bargaining 
agency, a demand supported by 
the National Labor’ Relations 
Board, claiming that the carriers 
are independent retailers, not em- 
ployes (AA, Aug. 7). 

A group of the routemen pe- 
titioned the board yesterday to 
set aside its order classifying them 
as employes of the publishing 
companies, and to declare them 
independent merchants. 

Meanwhile, publishers of the 
three dailies offered to arbitrate 


the question of whether editorial 
and plant workers laid off be- 
cause of the strike should be paid 
regular wages. Although the pub- 
lishers agreed to pay the basic 
rate through Aug. 31, a _ joint 
union conciliation committee sum- 
marily rejected the arbitration 
proposal. The unions subsequently 
disbanded their committees. 


SAN ANTONIO STRIKE 

San Antonio, Tex., Aug. 29.—A 
walkout by members of the San 
Antonio Typographical Union 


You’ve got to make calls 


if you want ic oa R KSULTS! 


The more calls—the more sales—particularly when you call on the right 


people. Farm JOURNAL makes 2! million sales calls every month. Half 


D1 


a million more than any other farm magazine. 81.4 percent of FARM 


JOURNAL’s circulation is in the “top half” counties where farmers received 


81.4 percent of the nation’s total farm cash income last year. A coinei- 


dence? Yes, and one that pays off for advertisers. 


Karm Journal WORLD'S LARGEST RURAL MAGAZINE 


GRAHAM PATTERSON, 


Publisher * 


PHILADELPHIA 5 


forced suspension Monday o * 
lication by the San Antoni, f,. 
press, Light and News. 
Although the strike starte, 
day, Monday editions o; 4p, 
papers were brought out. 
sisting of four-page affairs wiy 
editorials, comics and syn 
material and front pages 
were reproductions of type\ 
copy. The four center « 
of the front pages were cd: 
to reproduction of an exc 
of letters between the union of. 


cials and publishers. Publisher 
charged that the walkout fo! owe, 
a demand by the union’s sca\ 
committee that the  publishe 
sign, “with no change whatsp. 


ever,” a new contract drafted } 
the union. 


Claim WLB Jurisdiction 


The publishers have taken the 
position that the case is proper) 
before the War Labor Board, tha; 
it was heard by the board’s dajj 
newspaper commission in Chicagy 
July 17, and that a decision j 
expected any day. Union officia|; 
claim that WLB _ jurisdictiop 
ended with the cessation of hos. 
tilities and that the board is y 
longer a factor in labor dispute; 
The new contract sought by the 
union included wage increase: 
and vacations with pay. 

The three papers, with a com. 
bined circulation of about 175,00) 
serve San Antonio and an exten. 
sive area in southern and south. 
western Texas, and their suspen. 
sion is expected to have a serioy 
effect upon retail sales, with de. 
partment stores, chain drug stor 
and groceries especially hard | 
unless publication is speedily ¥. 
sumed. 

Following another experiment 
edition Wednesday containing : 
page of comics, a page of syndi- 
cated pictures and two pages 
typewritten news, the dailies said 
no further attempt will be made 
to publish until Sunday, when thé 
Light and Express plan editions 
which will carry some advertis- 
ing. 


Fairbanks, Morse Names 
Harlow Ad Manager 


Lewis A. Harlow, who has beer 
with Fairbanks, Morse & Co., Chi- 
cago, as assistant advertising 
manager since 
1943, has been 
appointed ad- 
vertising man- 
ager, succeed- 
ing Harry Neal 
Baum, re- 
signed. 

Prior to join- 
ing the com- 
pany, Mr. Har- 
low ~operated 
re A Ww * 
ishing ouse, . odlew 
which printed scam 
manuals and textbooks for publi 
schools, and later produced and 
managed a number of radio pro- 
grams. 


Egan Replaces Weir 
as K&E Copy Chief 


James F. Egan, for the _ pas 
five years vice-president and op) 
chief of Lennen & Mitchell, 5 ins 
Kenyon & Eckhardt, New York 
in the same capacity on Se). ! 
He will succeed Walter Weir, vv) 
is forming his own agency. M! 
Egan for many years was itl 
Young & Rubicam. 
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4 - REAL FRENCH CUISINE 


% 
LUNCHEON From $1.50 
#4 


Est. 1906 
FRENCH RESTAURANT 


DINNER From $2.00 
Famous French Candies 


15 EAST 52d ST. 
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DISTRIBUTES NINE. 


OF THE 48 MOST-READ MAGAZINES 


That’s virtually one-fifth of these top periodicals—a record that speaks 


for itself. The following are A.B.C. figures for the last six months of 1944: 


HERE IS A REASON... 


ales results are what count! And sales de- 
end on effective distribution. Fawcett offers 
publisher the most effective distribution 
hrough its vast, scientifically-correct re- 
sources, and its rich experience in independ- 
‘nt distribution — which add up to sales! 
Publishers, interested in results, will find 
Some Outstanding accomplishments in these 
ictual Fawcett Distributing sales figures: 


MAGAZINE NO. 1 — From inception to 


700,000 sales per issue in two years. 


MAGAZINE NO. 2 — From 26,000 to 
457,000 sales per issue in 22 months. 


The Fawcett Distributor, biggest and finest trade magazine in the field, pro- 
motes your magazine among Independent Wholesalers and Retailers. 


Mechanix Illustrated 


Publication 1944 Position Circulation 
True Confessions 4 1,843,274 
Captain Marvel Adventures 8 1,221,649 
Hit Parader 21 777 ,683 
Motion Picture 22 763,666 
Whiz Comics 24 723,767 
Movie Story Magazine 30 554,596 
Life Story Magazine 36 481,005 
True 38 440,110 


368,092 


vice from Fawcett executives is available to 


MAGAZINE NO. 3 — From 50,000 to 
144,000 sales in 15 issues. 


you at all times. 


For further information about your mag- 


Equally impressive records on many more ' ; a 
a y : P ‘lable y azine and its sales and distribution — call or 
ublications are available for your inspec- ; ar 

P h lain! Q h P write Roscoe K. Fawcett of Fawcett Distrib- 

tion so that you can plainly see just how your : } : 

; ' P 7 , y uting Corporation, Greenwich, Conn. 

magazine could grow with the other Faw- 


cett-distributed publications. 


A field force of more than 70 representa- 
For The Best in News- 


stand Sales Results— 


tives is available without cost to specialize 
in building greater newsstand sales for your 
magazine. Your magazine is promoted with- 


Fawcett Distributing Corp. 


out cost to Independent Wholesalers and 


Retailers through the pages of the Fawcett 
Distributor, the largest and finest trade 
magazine in the field. Technical aid and ad- 


SOLD OVER AMERICA’S NEWSSTANDS 
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FM Rules Expected 
to Ease Path of 
AM Broadcasters 


Single Market Plan 
Modified for Areas 
in Northeast 


Washington, Aug. 29.—FCC’s 
final rules for the ownership and 
operation of FM stations, released 
here last weekend, are regarded 
in industry circles as exceptionally 
favorable to present operators of 
AM stations—so favorable, in fact, 
that considerabie criticism of 
them has developed from sources, 
led by Commissioner Durr, who 
had hoped that FM would de- 
velop as a different and probably 
a competitive service to AM, 


| rather than a replacement for it. 


Radio interests were particu- 
larly pleased with the fact that 
FCC’s rules contain no prohibi- 
tion against the operation of FM 
stations by AM licensees, and 
even more pleased with the fact 
that in justifying its modification 
of the “single market” concept for 
FM in the East, the FCC said that 
failure to increase the number of 
stations in that area “would re- 
tard the development of FM 
broadcasting, and automatically 
deny many AM licensees any op- 
portunity of shifting over to FM, 
no matter how well qualified they 
might be.” 


Newcomers at Disadvantage 


The new FCC rules drop the 
existing requirement that all FM 
stations broadcast at least one 
hour of non-duplicated program 
morning and evening, and they 
say nothing about reserving some 
FM channels for those who may 
want to enter radio in the future, 

As a result, critics are saying, 


impossipie competitive disadvan- 
tage and available FM channels 
are sure to go very largely to 
present standard station owners, 
who will be enabled to broadcast 
the same programs over both 
types of stations simultaneously. 

The “single market” rule for 
FM, which was modified by the 
final rulings for New England and 
neighboring areas and may sub- 
sequently be extended to other 
“crowded areas,’’ would have per- 
mitted coverage of only a single 
market by any FM station. The 
modification of this rule for “Area 
1,” covering the Northeast, means 
that some FM stations in this area 
may cover adjacent and contigu- 
ous areas in addition to their own 
markets. 

Modification of the single mar- 
ket plan was prompted, FCC said, 
because as originally written it 
would have allowed only 60 
| metropolitan FM stations, com- 
| pared with 125 AM stations now 


aewccomers are put at an almost} 


serving the same territory ana | 
would have made it impossible to | 
establish competitive network | 
service. By use of “community” 
as well as carefully located metrv- | 
politan stations, FCC hopes to | 
give the East perhaps 50% more | 
FM stations than the aden 
number of AM stations. 

Eastern areas which are covered | 
by the title “Area 1,” are assigned | 
80 FM channels instead of the 70 
that will be used elsewhere in the 
United States. Area 1 will have: 


How It Will Work 


1. 20 channels for community 
stations located outside the chief 
city of a metropolitan area; 10 
channels for community stations 
in the chief city of the area. 

2. 60 channels for metropoli- | 
tan stations, located to overlap | 
other areas in the interests of pro- 
viding “at least several FM sige | 
nals” for the listener. FCC may | 
limit the area covered by a metro- 
politan station in the interest of 
setting up additional stations. 


OUT 


OF TOWN BOYS 
_ MAKE GOOD | 


Since 1937 Bond Eread* has been a consistent 
customer on BALTIMORE’S BIG HOME TOWN 


STATION—WFBR. 


Some years—programs—other years programs and 
spots—that is the history of Bond Bread and WFBR. 
This year it is spots and a program “tailored to 


measure” by 


WFBR’s 


Program Division—‘‘The 


Victory Garden Club of the Air.” 


Agency: Neal D. Ivey Company 


MEMBER — AMERICAN BROADCASTING CO. = 


Casting Bread On Victory Gardens 


Running from February to November it looks like a 
Bond Bread and WFBR fixture. 


Remember the above facts when people start 
talking about RESULTS in Baltimore! Yes, if you 


want to know what to buy in Baltimore. . 


. buy what 


the successful home town boys, too, have always 


bought and are stil] buying... 


NATIONAL REPRESENTATIVE — JOHN BLAIR & CO. 


Weoee Fe Be ecR.. 


Advertising Age, September l 
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The St. 
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At the « 
bret tha 
hd t 
SPECTACULAR SURRENDER — Usin, ie of 
a new technique for the first time 2 news 
Douglas Leigh superimposed in ight, isfactio 
the action of huge bomb and cannon Mmnanese. 
bursts on the constant words “Jap: MMB) now 
‘ ° : } news 
Surrender’ to bring the news of the ¢ 
end of the war Aug. 14. The news urring 
was flashed on the Schaefer beer sign eration 
at 46th St. and Broadway, New Yori m publ 
within three seconds after the official The stri 
announcement by President Truman aber 
thereby, Leigh claims, scooping every. jels UNIO 
body else on Broadway by six minute; Mgrs of th 
——iys at | 
3. No “rural” stations. stomers 
Elsewhere FCC plans “single ose whe 
market” coverage with: | fr 
d Irom 
1. 10 channels for communit he cit? 
stations to serve other than them “° C™ 
chief city of a metropolitan are; 
2. 60 channels for metropoli- 
tan and rural stations. Rural ar 3 
is one in which 50% of inhadj-gmm lhe g0 
tants are in communities of les{m™rnest de 
than 10,000. arly ine 


Illustrative of what it expec 1) T 
to accomplish by modifying th | with 
“single market” formula in te @poe to b 
East, FCC pointed out that unde 0) T 
the original plan, New York coul 7 


have only 10 metropolitan FM hl with 
stations; Boston 6, Philadelphia's @8T¢ 
Baltimore and Washington 5 eac! The cai 
Hartford, New Haven and Bridge-Mrse. 7 
port only 2 each, and Springfielofi™rrs in 


and Scranton only one. ers. T 


Under the FCC plan, theo- it now 
retically, at least, New York woul 
have 20 FM stations compare BAC] 
with 13 AM stations today; Bos- , 
ton would have 10 FM compare phe car 
with seven standard, and in addi- 3)». unic 
tion would receive signals fron cS 
4 nearby metropolitan FM _ sta- gust 1 
tions. Philadelphia would havegmns ref 
13 of its own, and six othe the ca 
nearby; Baltimore would have fisiness | 
10, and Washington 12. Hartfo veS—u) 
would receive signals from 1l0.3qy|y rey 
Bridgeport 12; New Haven 2 be becat 
Springfield 14 and Scranton 9. ie . 
an Prior te 
Returns to Kudner d obtai 
Peter Finney, director of pu)-MBlations 
lic relations of the Treasury De- three 
partment’s war finance commi-g h 
tee for New York State, has ref’ the 
turned to the public relationg™mmee hew 
staff of Arthur Kudner, Inc., Newfsiness o 
York. He helped establish presMq oy 
radio and advertising operat anal 
for Treasury when war Done ners st 
drives first started in 1941. Hel prope 
was formerly with J. Walte'Mshed to 
Thompson Company, New Yo'k ptation 
rang: he rout 
Retains Wine Account BRitso.ve 
Canada Dry Ginger Ale !! Vice, 
New York, recently app inte4 be cor 
sole agent for Pedor DL eG... 
sherries and brandies in — = th 
States, Alaska and Haw 
retained Erwin, Wasey & Co 
York, to handle the accou f 
advertising will begin in ‘ ‘ Alth ig 
NLAB 
ae , erthole 
é inc € 
xre eS | } 
re : 
0} t 
By management 


men of the Central 
West as the source 
of daily business 
news in the na- rs ond 
tion's greatest in- Paid 

dustrial area rae |) lif} 
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E ISSUES BEHIND THE NEWSPAPER STRIKE 


sixteenth day. (Friday—August 31.) 


There have been so many confusing and con- 
,dictory statements made about the strike and 


causes that the publishers of the three news- 


pers take this opportunity to present an ex- 
nation of this complex controversy. 


At the outset, we wish to express our extreme 


eret that, at this momentous time in the his- 


_ of the world, our readers are deprived of 
, newspapers in which they would read with 
isfaction the story of the final surrender of the 
ypanese. We are equally sorry that the essen- 
j} news of the many and complicated changes 
4rring almost daily in the relinquishment and 
eration of wartime controls is also withheld 
m publication in these newspapers. 

The strikers involved are members of the car- 
rs’ union. Carriers, not all of whom are mem- 
rs of the union, are men who buy the newspa- 
rs at wholesale and deliver them to their 
stomers on home delivery routes at retail. 
ose who sell newspapers at downtown corners 
d from newsstands and corners in other parts 
the city are not included among the strikers. 


THE CENTRAL ISSUE 


The good faith of the publishers and their 
rest desire to bring an end to the conflict are 
arly indicated by their position as follows: 

1) The publishers are willing and ready to 
nl with the carriers as employes if the carriers 
ree to be employes. 
(2) The publishers are willing and ready to 
hl with the carriers as merchants if the car- 
rs agree to continue to be merchants. 
The carriers are unwilling to follow either 
ise. They insist on being dealt with as em- 
yes in some respects and as merchants in 
ers. That is the central issue of the deadlock 
it now exists. 


BACKGROUND OF THE STRIKE 


The carriers’ union is affiliated with the press- 
ns union. When the carriers decided to strike 
gust 16, the pressmen and other affiliated 
ions refused to cross the picket line established 
the carriers. Although the news, editorial, 
siness Office staff, typesetters and other em- 
ves—union members and non-union members 
luly reported for work that day, it was impos- 
le because of the pressmen’s action to print the 
pers, 
Prior to the strike, the carriers’ union sought 
( obtained a ruling from the National Labor 
ations Board, designating them as employes of 
three newspapers. As employes they would 
ve the right to bargain collectively with the 
ee newspapers on the same basis as reporters, 
siness office and other personnel. In their brief 
don March 16, 1945, before the NLRB, the 
riers stated that they had no security of tenure 
“property rights’ in the routes and therefore 
shed to be designated as employes. The exact 
dlation from page 27 of the brief is as follows: 
he route contracts do not provide any security 
utsoever to the carriers in the tenure of their 
‘ice. At best the relationship is one which 
be completely severed at the will of the com- 
ly without restriction or qualification.” 


BASIC INCONSISTENCY 


\lth ugh the carriers succeeded in persuading 
‘NL.B to classify them as employes, they have 
ert) cless insisted that their “property rights” 
ind pendent merchants be protected at all 
ls. Thus, the carriers wanted to obtain cer- 
la vantages which would accrue to them by 
issified as employes, but they do not want 
t their status as merchants. 

are, as a matter of fact, very important 
es between the carriers and the regularly 
d newspaper staffs. They fix their own 
nd working conditions, employ their own 
/ad their income is the profit represented 
the difference between what they pay for the 
ers and what they sell them for. 


Moreover, they are independent capitalists 
whose delivery routes are bought and sold just as 
drug stores, garages and restaurants are bought 
and sold. 

Most of the carriers handle all three of the 
competing newspapers. The total investment in 
their routes, according to the carriers’ own testi- 
mony is two and a quarter million dollars, or an 
average of $9,000 per route. The newspapers 
have no share in this investment. These values 
were established by transactions among the car- 
riers themselves. The proprietors of the carrier 
routes have never been on the payroll or listed 
as employes by any of the St. Louis newspapers 
and the publishers have for more than half a 
century dealt with them as merchants. The only 
recourse of the paper, confronted by the dual 
staius which the carriers have assigned to them- 
selves, as both employes and: merchants, was to 
seek clarification through orderly procedure. 

The publishers first attempted to obtain a 
judicial review of the labor board ruling that 
they should be classified as employes. In order 
for a court to review this ruling which the pub- 
lishers considered untenable, it was necessary for 
the union to agree to charge the publishers with 
unfair labor practices. This technical step the 
union refused to take, so the publishers are being 
denied a day in court. 


EFFORTS TO EFFECT SETTLEMENT 


Next, the publishers sought legal advice as to 
whether they could sign a labor union contract 
with the carriers under which the latter would 
in fact be BOTH employes and independent mer- 
chants. The main purpose of such a contract 
would be to set the wholesale prices which the 
carriers would pay to the publishers. The pub- 
lishers were advised by three separate sets of 
lawyers that they could not legally enter such a 
contract, and if they did so they would be subject 
to prosecution and heavy penalties under anti- 
trust laws, prohibiting price fixing and combina- 
tions in restraint of trade. 

Thus the publishers find their hands tied until 
the union agrees to a court decision, arbitration 
or some other procedure to fix the carriers’ status 
either as employes or as merchants. The union 
has refused to permit the matter to go to court. 
It has refused to submit the issues to arbitration, 
a proposal which was made by the publishers 
after the strike began. The publishers further 
agreed to accept as final either the court or arbi- 
tration decision. 

The union, however, did last week submit three 
counter-proposals. These may be briefly sum- 
marized as follows: 

1. The union guaranteed the sale of the routes 
to the publishers. If the publishers purchased 
the routes, the union agreed to contract with the 
publishers on the basis of carriers as employes 
and bargain for wages, hours and working 
conditions. 

2. The union agreed to contract with the pub- 
lishers on the basis of carriers as merchants, pro- 
viding their property rights were protected at all 
times. If this procedure were followed, the union 
said the “only bone of contention’’ would be the 
fixing of the wholesale prices to the carriers. 
This point also included an arbitration clause. 

3. The union agreed to bargain with the pub- 
lishers on the basis of carriers as employes, pro- 
viding their property rights were protected at all 
times. This would involve the same procedure as 
governs all other union contracts covering wages, 
hours and working conditions. If a carrier-em- 
ploye were considered incompetent, he would have 
been given 60 days to dispose of his route privi- 
leges. 


EFFORTS CONTINUED 


These proposals were handed to the publishers 
by a volunteer Conciliation Committee, which had 
been set up by four other unions—printers, stereo- 
typers and engravers of the A. F. L. and the 
Newspaper Guild of the C. I. O. 

This committee offered its friendly services to 
bring the publishers and carriers together and, 
if possible, to end the strike. 


T. LOUIS PUBLISHERS OFFER STATEMENT IN INTEREST OF CLARIFICATION 


The St. Louis newspaper strike, which has 
ysed complete suspension of the Star-Times, the 
»be-Democrat and the Post-Dispatch is now in 


Thursday, August 23, the publishers agreed on 
a conditional acceptance of point No. 2 of the 


union’s counter-proposal. The conditions they 
set forth were: 
1. The carriers will henceforth recognize 


themselves as independent merchants. 

2. Each publisher will negotiate with the car- 
riers as merchants, through representatives of 
their own choosing, with the proviso that, in or- 
der to insure the maintenance of their merchant 
status, any contract resulting from the negotia- 
tions will be directly between each publisher and 
the carriers in their capacity as merchants. This 
in no way prejudices their right to continue af- 
filiation with the union. 

3. “Property rights of the carriers’’ is inter- 
preted to mean that the method of acquisition and 
disposal of routes will continue as in the past. 

4. The carriers will join with the publishers in 
petitioning to the NLRB to set aside its ruling 
that carriers are employes. 

5. The status of merchants—as interpreted 
and amplified—to be permanent. 


HEART OF DEADLOCK 


Under this proposal the publishers agreed to 
enter contractual negotiations with the carriers, 
provided their half-century status as merchants 
was preserved. The publishers were willing for 
the contracts to be negotiated by the representa- 
tives of the carriers. They were willing to con- 
tinue the present method of purchase and sale 
of routes to protect the “property rights of the 
carriers.” The carriers were free to continue 
their union affiliation without prejudice. 

But the publishers, because of the basic conflict 
between the NLRB’s classification of carriers as 
employes and the carriers’ own insistence upon a 
continuation of their status as independent mer- 
chants, could not agree to sign a contract with 
the carriers’ union, as such, without going against 
advice of counsel. This is because a contract with 
the union, plus the NLRB decision, might result 
in many Government agencies, such as the Social 
Security Board, Wage and Hour Division, and 
courts in damage suits, construing the relation- 
ships as employe and employer, even though the 
contract designated the carriers as merchants. 

The publishers’ proposal was handed to the 
Conciliation Committee Thursday, August 23, 
which, in turn, presented it to the carriers’ union. 
It was rejected. The Conciliation Committee, 
feeling that it could no longer serve a useful pur- 
pose, withdrew from the controversy. 

The publishers, aside from the various pro- 
posals that have been rejected by the strikers, 
have been unable so far to discover any other legal 
way out of the deadlock. The union on its part 
has made no move since it rejected the publish- 
ers’ last proposal. 


WHERE DEMANDS WOULD LEAD 


It should be emphasized that this is no ordinary 
labor dispute. It is something entirely new in 
the history of the newspaper business, collective 
bargaining or labor relations. If it should ulti- 
mately be held that the carriers are employes 
while retaining “property rights,’ which they 
state exceed two and a quarter million dollars, 
then something new has entered the American 
business and labor picture that will ultimately 
affect every business that sells wholesale to per- 
sons who resell at retail. 

It is inconceivable that any principle such as 
this will be laid down for the newspaper indus- 
try alone, but in the end it will affect the manu- 
facturers of cigars, automobiles, wash machines 
or about anything else one cares to mention. 

The publishers are continuing to make every 
effort they know how to find a solution to this 
predicament, but so far they have 


hee nm unsuc 


cessful. In the meantime they regret that the 
mixed problems of law and business relations rep 
resented in this unique and complicated contro 


versy continue to deprive the people of their dai 
newspapers. 
STAR-TIMES, 
GLOBE-DEMOCRAT 
POST-DISPATCH 
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Advertisers Work 
for Victory Cited 
in Young Report 


Billion of Space 
and Time Helped 
100 Campaigns 


New York, Aug. 30.—Advertis- 
ing was “one of the great forces at 
work on the home front” in the 
global war which has just been 
won, James W. Young, chairman 
of the War Advertising Council, 
said in a special V-J Day report 
to business leaders throughout the 
country. 

American business, he pointed 
out, contributed more than $1,000,- 
000,000 of space and time “to sup- 
port the job of telling our people 
what needed to be done to speed 


victory.” 

Through the council, advertis- 
ing plans were mapped and infor- 
mation channeled to business men 
in every city and town in the 
country, on more than 100 differ- 
ent campaigns. ‘Valuable service 
was rendered at no cost to the 
Army, Navy, Maritime Commis- 
sion, Treasury Department, WPB, 
OPA, War Food Administration 
and 20 other government agen- 
cies,” he said. 

Mr. Young emphasized that the 
“task is by no means done. Na- 
tional problems still exist whose 
solution will require continued 
public understanding and cooper- 
ation throughout the reconversion 
period.” 


$450,000,000 on Bonds, Gardens 


Advertising, he said, helped to 
sell, in three and one-half years, 
more than 800,000,000 war bonds. 
“At war’s end, there were $45,000,- 
000,000 of small war savings bonds 
alone outstanding in the hands of 
45,000,000 Americans.” To pro- 
mote war bonds, American busi- 


wg 


ness in this period contributed 
$350,000,000 of space and time. 

Nearly $100,000,000 was devoted 
to messages of food production and 
conservation. During the war 
Americans planted more than 50,- 
000,000 Victory gardens and last 
year alone production from these 
gardens accounted for 40% of all 
fresh vegetables consumed by 
civilians. Last year, also, adver- 
tising helped to recruit 4,000,000 
farm and food workers. 


Speeded Christmas Mailings 


Advertising campaigns increased 
Wac recruitment nearly 400% be- 
tween 1943 and 1944 and brought 
the strength of the corps to its 
authorized level of 100,000. ‘Last 
winter, when the nurse shortage 
became critical, 12,000 Wacs were 
recruited as hospital technicians” 
within 60 days. “An organized in- 
formation campaign” met by vol- 
untary methods the need for Army 
and Navy nurses. 

An information campaign helped 
to increase the proportion of 
V-Mail by May, 1944, to 35,000,000 


of a total of 100,000,000 pieces of 
mail of all kinds sent overseas— 
thus saving valuable space in ships 
and planes. Advertising helped to 
improve by 50%, between 1942 and 
1943, the public’s cooperation in 
sending Christmas packages over- 
seas. Last year, of 62,000,000 pack- 
ages, 95% were mailed before the 
Oct. 15 deadline, and 92% of all 
gifts were delivered to Army and 
Navy personnel before Christmas. 
Advertising contributed to Army 
and Navy campaigns during the 
war was estimated at $80,000,000. 

Among other things, advertising 
helped provide enough experi- 
enced seamen for our Merchant 
Marine, more than 60,000 civilian 
nurses in each of the last two 
years, and, in the early months of 
1945, 67,687 women for Red Cross 
home nursing courses, and more 
than 30,000 nurses’ aides. 


Salvage Efforts Pushed 


The more than $65,000,000 of 
industry advertising on conserva- 
tion and salvage appeals has been 
a factor in—among other ways— 


SUNDAY 
TELEGRAM 


FEATURE PARADE SECTION 


- 


Feature Parade holds the intense interest of 
its 85,000 readers each Sunday. And with 


good reason. This magazine of the Worcester 


Sunday Telegram teems with local interest — 


local stories about local people and local 


events, some full length articles, others short 


paragraphs. Reading habits therefore follow 


the Continuing Newspaper Study pattern — 


thorough and constant readership of all things 


local. A civic undertaking which is “feature 


paraded” gets action. Articles about outstand- 


ing Worcester citizens return a flood of com- 


ment direct to the subjects. The availability 


of full color in a medium thus filled with local 


color, all in a major market, is a paying 


medium in the opinion of scores of current 


cdvertisers. 
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Advertising Age, Septembd: 


salvaging 583,000,000 poung 
used fats, 23,000,000 tons 
and 800,000,000 pounds of 4 
cans. 

About $40,000,000 of sg a¢ 
time helped recruit labor 
employe turnover and 
ism. In 1943 and 1944 alone py 
Cross advertising exceeded ‘ea 
000,000, and National Wy p 
advertising, $21,000,000. yp, 
than $10,000,000 in space ang 4, 
was devoted to such Civilian < 
ices as blood banks, nurses’ aia, 
home nursing courses, air- raid s 
auxiliary fire and police organi, 
tions and volunteer ration pos 
workers. ’ 


WAR THEME ADS 
HIT $21,000,000 

New York, Aug. 30.—War-eg 
advertising in daily and Sun 
newspapers totaled $8,214,673 
June and $21,522,931 in the ; 
half of 1945, reports the Bureay| 
Advertising, American Newsp; 
Publishers Association, on the ba 
of compilations by the Advertis 
Checking Bureau, Inc. 

Of the 36 different projects, ; 
cluding miscellaneous, suppor 
in June, 7th War Loan advertig; 
(reported as a unit in the June; 
tal, although covering the per 
May 1 through July 7) received 
expenditure of $7,426,935, or 904 
of the June total. Second 4] 
went to armed forces recruit 
with $139,518 (1.7%), and | 
place to waste paper salvage, 
$108,143 (1.3%). 

War bonds headed the list of 
| different projects, including r 
cellaneous, for the first six mon 
|of 1945 with $9,046,452 (42%); 
lowed by Red Cross with $3.2 
666 (15.5%), armed forces recr 
ing, $1,920,190 (8.9%), and fat 
grease salvage with $1,452! 


(6.8%). 


Heads Westinghouse 
Public Relations Staff 


James A. Baubie, since Nove 
ber, 1943, assistant manager 
the public relations department 
Westinghouse 
Electric Cor- 
poration, Pitts- 
| burgh, has been 
appointed pub- 
lic relations di- 
rector. He suc- 
ceeds G. Ed- 
ward Pendray, 
who has re- 
signed to open 
New York of- 
fices as a pub- 
lic relations 
counsel. James A. Baut 

Mr. Baubie joined Westingho 
in 1937 as a writer and later 
manager of the central publi 
division. 


s ’ 
‘True’ Is Fawcett's 

In the advertising linage tabu 
tion in the Aug. 20 issue of 4 
True, the man’s magazine, 
erroneously indicated as being 
Macfadden publication, wher 
it is published by Fawcett Pu 
lications, Inc. 


Greene Appointed 


| G. B. Greene, formerly ac‘! 
'tising manager of Lanteer M 
|cal Laboratories, and w 
|Hill Advertising, Chica 
been appointed advertisin: ™ 
ager of Markus-Campbe 
pany, Chicago, publisher |! 
cational books and_ hon st 
courses. 
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In any picture of your market... 


The Medern Half is the BetHer Half ° 


=—_— 


\ 4 


YOU SEE IT in almost any store. Your o/der woman 
is pretty well set in her brand preferences. She’s 
only passively interested in what’s new—and her 
everyday needs for her family and self are 

steadily diminishing. She’s become the less active, 
the settled half of your market. If you haven't 
already sold her, you probably never will. 


2 BUT YOUR YOUNGER WOMAN — she’s different! 

* She needs more, tries more, buys more of almost every- 
thing. Her brand preferences are unformed—her mind 
is modern. Over 15 million of her buy screen and romance 
magazines. Put your product story before the 
3,000,000 of her who buy Dell Modern Group. Look 
into this modern, better half of your market . . . go 
Modern for whatever you have to sell! 


IFEARED HIS FURLOUGy 


Modern Rapanees| reaches the Modern Market 
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‘PS’ Magazine Launched 


PS — Packaging Service — a 
monthly business paper published 
by Roland M. Carr, formerly of 
Packaging Parade and Radio & 
Television Journal, is scheduled 
to appear this month. The publi- 
cation will have a first run of 8,000 
copies, 36 pages, and will be dis- 
tributed by mail free of charge 
for the first six months to a 
selected list. Subscription is $4 
a year. Managing editor is Myriam 
Sieve, former managing editor of 
Syndicate Store Merchandiser. 
Offices are located at 11 West 
42nd St., New York. 


Goldsmith Joins Strauss 


Leonard M. Goldsmith, for- 
merly assistant advertising man- 
ager of Sears, Roebuck & Co., 
Philadelphia, has joined Strauss 
Associates, Philadelphia, mer- 


chandising and advertising con- 
sultants in the chain store field. 
He was previously catalog pro- 
duction advisor to Montgomery 
Ward & Co., New York, and busi- 
ness manager of the Atlantic City 
World, 


Gaines to Chris-Cratt 


Philip D. Gaines, recently serv- 
ing overseas with the British Air 
Ministry in an advisory position, 
has been appointed general man- 
ager of Chris-Craft Motor Boat 
Sales, New York, subsidiary of 
— Corporation, Algonac, 
Mich, 


Rejoins Bert Goldsmith 

Harold M. Mitchell, recently 
with the U. S. Army, has returned 
to Alfred J. Silberstein-Bert 
Goldsmith, Inc., New York, as an 
account executive. 


Bigger Magazine 
List Builds Sales 
of Grabow Pipes 


Chicago, Aug. 29.— Despite the 
fact that Dr. Grabow Pipe Com- 
pany has been shipping a large 
percentage of its pre-smoked 
pipes to the armed forces, the 
manufacturer is conducting one of 
the biggest campaigns in the in- 
dustry for 1945. 

Exclusive features of the Dr. 
Grabow pipes are being paraded 
before readers in an expanded 
magazine schedule which includes 
four-color pages in The American 
Weekly and Esquire, and black- 
and-white full pages in Field & 
Stream, Hunting & Fishing, Lib- 


erty, Life, Look, Newsweek, Out- 
door Life, The Saturday Evening 
Post, Sports Afield, Time and 
True. Newspaper ads from coast 
to coast also are reminding smok- 
ers that Dr. Grabow features 
mean “No breaking in, no bite, 
no bitter taste.” 

The stepped-up magazine ad- 
vertising stresses that every Dr. 
Grabow is pre-smoked with Edge- 
worth tobacco on an exclusive 
Linkman pipe-smoking machine. 
The company is continuing the 
cartoon style which has already 
proved effective, with well known 
cartoonists dramatizing the Link- 
man machine. Photographs shown 
$3.50 and $2 pipes, and mention 
is made of $5 and $1.50 models. 
Dealers are offered free mats of 
84-line ads featuring the pipe- 


“The first face I try is XT ¥ Caslon” 


‘“BookK JACKETS, covers, and title pages must be handled 
with a degree of sensitiveness. It’s surprising how often 
Caslon rings the bell. But often a variation is called for 
in color or spirit... perhaps Bulmer for grace and dignity, 
Lydian for an exotic flavor or touch of brilliancy, and so 
on. Ideas are never cramped, with the ATF Red Book at 
hand...there’s always a type to suit the job and give just the 
feeling I want. Most of my work is with books, but every 


FRANK R. 


Norwood Press 


SLoan, JR 


other kind of printing is subject to the same inspiration.” 


If you want the ATF Red Book of Types, 
or single-page showings of individual faces 
including the complete alphabets, send for 
them on your letterhead. The following 
specimens are those mentioned or used in 


this advertisemerit. 


Caslon No. 471 
LYDIAN and Italic 


Bulmer Roman 


AMERICAN TYPE FOUNDERS (“ip 


200 Elmora Avenue, Elizabeth B, New Jersey 


A FOREMOST Car comgy 
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Pleasant From the First Puff First Pug 


Feswoned by 6+ mn 
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THEME CONTINUES — Dr.  Graboy 
Pipe Co., Chicago, continues featy, 
ing famous cartoonists in its 1945 can, 
paign for Pre-Smoked pipes, but js »,. 
panding its schedule to include {, 
pages in a list of large-circulatic, 
magazines, Simons-Michelson Co., py. 

troit, is the agency. 


smoking cartoonists who have jj 
lustrated the 1945 series. 

Dr. Grabow is using a list of | 
national magazines meanwhile | 
sustain interest in the $3.50, 5 
and $10 Hollycourt, “only pig 
with the patented groove in ty 
bottom of the bowl,” which | 
promises will soon be back , 
the market. 

Simons - Michelson Company 
Detroit, handles the account. 


Marlin to Promote Gun; 


Marlin Fireams Company, Ne 
Haven, Conn., is promoting t¥ 
largest sporting gun producti 
in the 75-year history of the con 
pany. The entire line has be 
redesigned by Robert Jenkinso 
gun designer. Advertising wi 
appear in four outdoor magazine 
Mechanix Illustrated, Open Roat 
for Boys, Popular Mechanics an 
Popular Science. Copy is in blac 
and white with ads varying fro 
one-third to two-third page 
Craven & Hedrick, Inc., Ne 
York, is the agency. 


TI 


Papineau Heads Concret 


Donald T. Papineau, busines 
manager of Concrete Publi 
Corporation, Chicago, has be 
elected president, succeeding 
late Louis Brookman Jr. Loui 
Moeller, who has been with t 
company since 1925, has bet 
named secretary-treasurer. 


6 
EVEN AN ADVERTISIN 
MAN WANTS A HOME Of 


Regardless of whether YO 
“dream home” is a cozy collage 
a mansion, “How to Plan the Ho 
You Want” will bring you up-to 
minute. 

Its 32 pages, profusely illustra! 
are packed full of home »/ant! 
and new equipment ideas. 


Our own staff of practical 
ties whose lives have been ¢ 
to building progress have 
eight easy-to-read cha 
trends and possibilities o! 
discussed industry. Cover 
subject from financing 
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heating, it therefore can b used — at 
a textbook on building 4H &S: ci 
nomenclature. +} ‘ 
Send for your copy today. "feat 


PRACTICAL BUI! DES 


59 E. Van Buren Street, © '°** 


at 25c I can't lose—Send me !io¥ T V > | 
Plan The Home You Want.” (A By . 
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FROM THE 


vanovs | DOMOV VOW 


CAPITAL ae 


24th and N Streets, N. 


WEWS: SGV GUM Washington, D. C. 


Title Reg. U.S. Pat. Of. 


. This war is to be followed by what will be known as good times, by a high 
prosperity level, rather high employment, big profits, rising living standards 

Official viewpoint is veering to that conclusion. It is bulwarked_has 
of the statistical evidence, by immense money supplies, by backed-ur Ss 
New Deal idea of postwar deflation, of mass unemployment, | 
out once war spending contracts, no longer is getting much,4% 

it s true bag the income trend from now on will be 4 


Basic IDEA - 


w 


ntials — not too bulky —- I 


‘. Beadle — 
> President The day by day and year by year experience in projecting trends 
N JACKSON CO. has resulted in a “batting average” of 95%. 


—and the style and form—of the 
“TOMORROW” pages were originated 
by The United States News—the only 
magazine having the qualified specialists 
plus the necessary experience to fore- 
cast the news of national affairs with 


bull’s-eye accuracy ........ 


. Splendid -— comprehensive- 


Sially appreciate “tclas 


anticipate ‘future sith To be specific: Of 145 forecasts made in 1940, exactly 139 were cor- 


t on the ground' rea? e , ; : 
rect, 5 were wrong, | is still unresolved. 


(200,000 GUARANTEE) 
The Direct Route to 
those who O.K. both 


corporate and family buying 
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Daniel W. Ashley 


icé Pri sident 1 Unda? f 1aVerttsing 


30 Rockefeller Plaza, New York 20, N.Y. ee 


Read by LOOO O00 men & women Consumers 
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Where Do We Stand? 


It has been said that nothing is} backlog of consumer’ savings? 
so old as yesterday’s newspaper./it spread out among millions of 
It might equally be said that! people, or is it concentrated in the 


nofhing is so old as yesterday’s 
statistics. 
If the marketing and advertis- 


ing world needed any demonstra- | 


tion of the importance of research 
and statistical operations con- 
ducted on a continuing and con- 
tinuous basis, rather than on a 
one-time, single-shot basis, the 
sudden end of hostilities has pro- 
vided it. 

Numerous studies have been 
made of the distribution of popu- 
lation, of income levels, 
goods and services. But now that 
many war plants have shut down, 
while others have contracted 
their working forces and their 
hours of work, how much validity 
remains? 

How has family 
affected already, and how will it 
be affected by next month, or the 
month after? 


and of| 


income been 


| 


{ 


| 


| 


How many of the| 


millions who indicated that they | 


were yearning desperately to buy | 
an automobile are still impatiently | 


watching for the 
these products in dealer windows? 
Where the unprecedented 


is 


Blocking the Channel 


As ADVERTISING AGE has as-|as exemplified first by the various 


appearance of|the development of anything re- 


| 


serted on every possible occasion | 


during the 
marketing, 


past several 


selling and advertis- 


years, | 


ing are the master keys to post-| 


war 
lieve 


We do not be- 
“automatic” prosperity. 


prosperity. 
in 


We believe that in an economy of| 


abundance like our own, most 
things are sold, not bought: and 
that the channels of mass persua- 


sion and mass communication} 
must be broadened and deepened 
to ensure constantly improved 


methods of reaching consumers. 
From what already been 

revealed, it is obvious that most 

of the channels of mass communi- 


has 


cation are ready and able to han- 


dle the increasing flow of traffic. 
Yet some bottlenecks are begin- 
ning to loom into view—bottle- 
necks which can have a most 


all mass cOm- 
therefore 


serious effect upon 
and 


the 


munication, 


upon 
success of re- 


7 
ana 


to 


the speed 


conversion peacetime econ- 
omy 


We are 


ndustries, 


referring to the graphic 
particularly 
printing and photo-engrav- 


ng industries, 


arts and 
» the 


where labor strife, 


Is 


hands of a few? 

In no sense do we mean to im- 
ply negative answers to these and 
similar questions. The important 


point, it seems to us, is that the 


economic outlook of the whole 


nation may register more rapid| 
and more drastic changes in the| 
days that lie immediately ahead 
than it has ever before shown, 
and it is vital that business and 
industry keep a constant and 
sensitive finger on the pulse-beats 
of Mr. Average Man. 
Fortunately, research techniques | 
developed and perfected by mar- 
keting men can quickly provide 
the answers to many of these 
questions and_ several research 
organizations have moved to col- 
lect data on the status and out- 
look of the postwar American 
consumer. It will pay business 
well to heed the results of these 
investigations, bearing in mind its 
own major responsibility to do 
everything possible to prevent 


sembling a “depression psychol- 
ogy” on the part of the public. 


shutdowns of newspapers, threat- 
ens to block the channels of mass 
communication in a manner which 
might easily be disastrous to the 
economic well-being of the coun- 
try during these critical times. 
Although the printing trades 
and the photo-engraving industry 
are already so overburdened with 
business that reduction of govern- 
ment orders seems to be having 
only a minor effect on the rela- 
tion between supply and demand, 
strikes, slowdowns and refusal to 
work overtime are already com- 


plicating a bad _ situation, 

every possibility that the 

tion will get worse. 
ADVERTISING AGE makes no pre- 


condi- 


tense of knowing the merits of 
any of the disputes now raging 


in the field. It would like to point 


out, however, that the graphic 
arts industries are essential to 
mass communication, and that any 
action on anyone’s part which 
slows down the machinery of 
mass communication when it is 


desperately needed for speedy re- 
disservice to 


the entire community. 


conversion, does a 


with | 


|Col. John S. 


Lichty—Chicago Times 
"We gave it the final test, Boss, and it's a success!—By Christmas we'll have 
a 'Tiny-Tots-Atom-Smasher’ in every toy shop in the country." 


ee 


AFN VD’S GI's 

The headline above is not i 
code, it is merely Armyese, mean- 
ing: American Forces Network 
is doing its best to make service- 
men stationed in Europe aware of 
the dangers of venereal diseases. 

As relayed to us by Official 
Army channels, the story goes as 
follows: 

“In a unique and daring at- 
tempt to make the United States 
armed forces serving in th 
European theater conscious of th 
ever-present threat of venereal 
disease the American Forces Net- 
work, for what is believed to be 
the first time in radio history, has 
conceived and planned a cam- 
paign against the disease. 

“Using the ‘teaser’ approach 
made famous by a cigaret com- 
pany, AFN launched a five-day 


e 
e 


series of announcements using the | 


letters, VDMT 10 times daily dur- 
ing station breaks. 

“Thereafter for two additional 
days Paris-AFN announcers, 
where the campaign was tested, 


stated periodically, ‘Remember, 
VDMT.’ 
“The meaning of the letter 


combination was allowed to break | 


on the seventh day of the cam- 


paign when it was revealed that} 
disease 


VDMT meant 
means trouble.’ 


‘venereal 


“Thenceforth such messages as | 


‘For a moment of play, you might 
have to pay. Look for the green 
light. VD means trouble,’ were 
spotted throughout the 20-hour 
program schedule. 

“The unusual 
tested American 
methods, was 


advertising 
conceived by Lt. 
Hayes, AFN network 
chief, and executed under the 
direction of Capt. Frank K. Dan- 
sig, chief, AFN troop information 
section.” 

We have not been told whether 
the campaign proved efficacious, 
but from the same source we are 
informed that the VD campaign 
is not the only one which is being 
given a listening boost through 
the use of commercial advertising 
techniques. 

The American Forces Network 
has decommercialized all bigtime 


campaign, using | 


radio programs aired over its net- 


in| work, but it has found that the 


use of commercial practices pays 
|is now leaning heavily on ac- 
commercial methods to 
| bring 
|}armed forces. Various methods, 
|including musical jingles, drama- 
are being used in connection with 
VD, V-mail, fuel and tire con- 
The Good Lives On 
| We've just discovered that the 
| was reproduced on this page in 
|the July 30 issue, was born a 
a crowd marching with banners, 
“Down with Landlords,” “Down 


The following document 
be secured without charge 
companies. sponsoring them, 9 
through ADVERTISING AGE, by any 
national advertiser or adve:tising 
agency executive writing on his 
business letterhead. 
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No. 2486. The Rock Island- olin 
Grocery Story. 

The Rock Island Argus and Mo. 
line Dispatch have issued thi; 
folder, which, in a table of 5 
metropolitan districts in Illinojs 
Iowa, Missouri and Nebraska 
shows the Tri-Cities (Rock Island 
and Moline, [l., and Davenport 
Ia.) sixth in food sales, 52.7% of 
which are credited to the Rock 
Island - Moline zone. Figures are 
given for principal shopping days 
for grocery products, and an ad- 
vertising volume record for local 
grocers is included. 


No. 2485. The Pittsburgh Market 

Population density is the theme 
of this folder, issued by the Pitts. 
burgh Post - Gazette, which in. 
cludes a map showing the city a; 
the center of its 50-mile area, with 
colors indicating population den. 
sity, and a tabulation of marke 
data covering population, sale: 
number of stores, radio homes, etc 
Another map and tabulation shoy 
a comparative picture of the Mil 
waukee, Chicago, Detroit, $ 
Louis, Cincinnati and Clevelani 
markets. 


No. 2533. The Importance of Fam- 


ily Circle Magazine to Its 
Readers. 
This report, containing new 


data on the income and age dis- 
tribution of women shoppers pa- 
tronizing two large grocery chains 
is part one—‘‘Analysis of Market 
Coverage and Editorial Interest” 
—issued by Family Circle Maga- 
zine, The material, based on per- 
sonal home interviews with cus- 
tomers of the stores which Cir- 
culate the magazine, is presented 
in tables and charts, with a con- 
plete description of the surve) 
method. 


No. 2526. The First Fifteen Ar 
Different in Worcester. 


Station WTAG, Worcester, Mass 


listeners dividends, so the AFN 
| cepted 
special messages to the 
'tized announcements and teasers, 
| servation drives, etc. 
_Arthur Murray ad cartoon which 
| long time ago. The cartoon showed 
Congress,” etc., 


| with and a lad 


are Down at Arthur Murray’s.” 

The same lads, with the same 
banners, except for the reference 
to Arthur Murray, appeared in 
Judge —remember it? —in 1933. 
Moreover, the Judge cartoon was 
reproduced on the editorial page 
of AA Aug. 12, 1933! 


Jottings 

H. K. Dugdale, exec. v.p. of 
Van Sant, Dugdale & Co., Balti- 
more, who is almost as well 
| known as a writer on sales sub- 
| jects as he is as an advertising 
/'man, has written a new piece, 
“The Tested Formula for Success- 
|ful Selling,’ which has been pub- 
lished by the Kirkley Press, Tow- 
son, Md. It sell for 25c a copy, 
1,000 copies for 15c each... 


An American Broadcasting | 


Company’s newspaper ad claim- 
ing to have aired the Japanese 
surrender offer before anyone 
else, provoked a “for the record” 
ad from CBS, which said: “CBS 


was first again—with news of the 


Japanese surrender bid (but | 
we’re sorry we have to mention 
1 Meee 6 ee 

Which reminds us that a tech- 


nical mixup last week substituted 
six minutes of a private business 
conversation of some ABC big- 
wigs for the scheduled Borden 
show on some 60 stations. Micro- 
phones are dangerous! ... 


in front with the banner, ‘Lessons | 


has issued this pamphlet, whic! 
shows the local rating of network 
| programs compared with their na- 
|tional rating. The top 30 night- 
| time network shows are listed, and 
‘figures show how Worcester sta- 
\tions compare in over-all night- 
time Hooper figures. 


this market map of metrop 
Toledo, which shows the p¢ 
tion divided into four eco! 
| groups, based on rental valu s * 
|the 55 census tracts within 
city limits as established b) 
government. Detailed descri) -°"* 
of the retail shopping ©‘ 
| throughout the city are inc 
| with their locations designat 
the map for quick reference 


No. 2527. The Kind of Retail 
Grocery Advertisements Home- 
makers Prefer in Washington, 
D. C. 

In this brochure, the Wasling- 
ton Times-Herald reports a surve) 
of a representative cross-section 0! 
Washington housewives, whic! !2- 
dicates an overwhelming prec‘er- 
ence for light, clean ads as 0P- 
posed to bold “attention-geti°rs 
and black tones and panels. —Ex- 
amples of both are shown, @ 0M 
with comments of housewives 2n¢ 
merchants on readership anc !m- 
|proved appearance of ads. 

No. 2484. Toledo Market M: 

| The Toledo Blade has 1e0 
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General Mills 
Begins Appliance 
Trade Campaign 


Minneapolis, Aug. 28.—R. E. 
jmhoff, general sales manager, 
appliance department, Gen- 
Mills, Inc., informed ApvER- 
AcE today that beginning 


Be: next nonth the company will ad- 
ising Avertise its new line of small ap- 
hi, fygoliances in several trade publica- 

tions, but will not start con- 


sumer advertising until the first 


Toline mot next year. Plans for the con- 
sumer drive will not be revealed 
for another three months. 

+ Mo. The company will make two 
C this Models of hand irons, three 
BA, models of pressure cooking uten- 
beams ils, automatic coffee makers and, 
1.7, (pater, mixers. Last winter Mr. 
fre Imhoff asserted General Mills ap- 
a, 'Mepliances will be distributed 
ad « through established distributor- 
#ascn retail channels, and that the com- 
to © pany will seek as great a number 
nd ney of dealers as possible to make 


sure of maximum distribution in 
all market areas. 

The campaign to the trade will 
include . insertions. in. Electrical 
Merchandising, Electrical West, 
Hardware Age, House Furnishing 
Review, Radio & Television Re- 
tailing, Retailing Home Furnish- 
ings and Wholesaler’s Salesman. 
Batton, Barton, Durstine & Os- 
yrne handles the appliance ac- 
count. 
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Ross Roy Additions 


1e Mil. Ross Roy, Inc., Detroit agency, 
it, 3 added the following § staff 
velani members: Kenneth C, Lovgren, 


formerly copywriter with Young 
& Rubicam, and MacFarland, 
Aveyard & Co.; Ralph E. Davis, 
formerly with Production Engi- 
eering & Management, and Lloyd 
Jones, formerly with the Depart- 


f Fan- 
to Its 


, nev ment of Agriculture, all to the 
ge dis- opy staff. Donald P, Markus, 
rs pa- formerly with Harry Ferguson, 
pr Inc, has joined the research 
chains, staff, and Albert C. Nute, for- 
Market Himerly publicity director of Hud- 
terest” Hon Motor Car Company, has 
Maga- ined the public relations de- 
yn per- MePartment. 
h cus- ee ee am 
ch cir- [Seeds Drops Publicity 
2sented Russel M. Seeds Advertising 
a com- MmAgency, Chicago, has discontinued 
surve' public relations department. 
R. E. Jeffers, who has been with 
the organization for nine years 
“—" and director of public relations 


for seven, has not announced fu- 
ture plans. 
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Joins B-1 Beverage 


Angeline Gribler, formerly ad- 
vertising and promotional man- 
ager of Meyer Brothers Drug 
Company, St. Louis, has joined 
B-1 Beverage Company, St. Louis, 
as assistant advertising and pub- 
licity director. 


Parsons Heads WNU 


Charles A. Parsons, assistant 
resident manager of Western 
Newspaper Union, Chicago, has 


been promoted to manager, suc- 


ceeding Eagle Freshwater, who is 
resigning Oct. 1 after five years in 
that position. Mr. Freshwater ex- 
pects to engage in the newspaper 


a short vacation. 


Clapp’s to Stuart 


Canadian distribution of Clapp’s 
baby foods, product of American 
Home Products Corporation, New 
York, has been placed with John 
Stuart Sales, Toronto. Advertis- 
ing will be directed by the 


cam. 


Toronto office of Young & Rubi- 


Joyce Named V.P. 


| R. E. Joyce, Washington repre- 
|sentative of National Distillers | 


has been elected vice-president. | 
|He will have headquarters in the | 
|New York offices. 


| Hunt Manages CKMO 


John N. Hunt, former regional | 
— manager of CKWX, Van- 
|couver, B. C., has been appointed 
|manager of CKMO, Vancouver. | 
He is 
| Stuart McKay, program manager. | 
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Three Feathers Promotes 


Stanley D. Monasch, 
assistant advertising 


formerly 
manager of 


or trade publication business after | Products Corporation, New York,|Three Feathers Distributors, New 


York, has been appointed sales 
promotion manager. He has been 
with the company since 1936. 


Joins GM Export 

Tye M. Lett Jr., formerly with 
General Motors Overseas Opera- 
tions, New York, has been ap- 
pointed assistant director of ex- 


succeeded at CKWX by | ports of the Crosley Corporation, 


Cincinnati. 


Wien you watch these men laying the top four inches of a landing strip, 


you’re watching a team of machines making light of a job that would crack the 


backs of countless coolies. 


Reading left to right, there’s a Blaw-Knox blading spreader, a Jackson internal 


vibrator, a Foote mixer—to be followed by a Blaw-Knox finisher and a 
Kochring float te put the finishing touches on the sky-roads at New York’s 
new mammoth Idlewild airport. 


And back at Blaw-Knox, and Jackson, and Foote, and Koehring, you'll see 


teams of management-men — 42 Business Week subscribers plus 124 pass-along 


readers—mapping their executive thinking with the efficient help of this magazine’s 


alert business news reporting and interpretation. 


It’s the same no matter where you look. You'll see Business Week at work 


wherever you find management-men building the strips for happy business landings! 


You have many things to say to management-men 


and one best place to say them 
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Salt in Potato 
Chips Sells Jays 


Chicago, Aug. 29.—Despite rela- 
tively little hot weather here this 
summer, a campaign promoting 
use of potato chips as a means of 
getting additional salt meeded 
during hot weather has increased 
sales of Jays potato chips 25%, 
according to Special Foods Com- 
pany, maker of Jays. 

Special Foods has promoted the 
potato chips in newspapers, radio 
spots and point of sale displays, 
featuring the slogan “Get your 
summer salt the Jays way.” Copy 
running weekly in food sections 
of all Chicago papers has con- 
sisted of 42-line insertions, and 
spots have been used on all in- 
dependent stations twice daily 
and on two network stations. 

A front page reading notice is 
scheduled to run under the 
weather report in the Chicago Sun 
whenever forecasts say the tem- 
perature will climb over 90 de- 
grees. 

Atlas Advertising Agency, Inc., 
handles the account. 


NEA to Promote 


Research on Weeklies 

Extensive plans for the opera- 
tion of the weekly newspaper re- 
search and promotion bureau of 
the National Editorial Associa- 
tion were made, and a $50,000 
goal set to operate the bureau, 
at the association’s executive 
committee meeting held recently 
in New York. 

Charles Ryder, president of 
NEA, has been appointed chair- 
man of the bureau’s membership 
committee, and Ed M. Anderson, 
Brevard, N. C., publisher of five 
weekly papers, was named chair- 
man of the association’s executive 
committee. 


“She was an 
optician’s daughter— 
two glasses 
and she made 


a spectacle 
of herself!” 


Exclusive 
National 
Representatives: 
cc abstkcenssvoeenene Buff 
EG rs Aon cada nea naaes hake Cincinnati 
| Ee eee ee ir Duluth 
Peer Ter Fa 
PR ee Indianapolis 
WJEF-WKZO....Grand Rapids-Kalamazoo 
ays. 6 ced nneaerene ene ee Kansas City 
SE, 6654540 00b 0052508 SUR eRe Louisville 
0 A ree Minneapolis-St. Paul 
WMBD (Newah sani ee ek eee Peoria 
RE GR See RE Fee oc St. Louis 
DEG. oc tn hksdoadpdawrned~ sc aReee Syracuse 
IOWA 
SC Tr ee eee Des Moines 
woc Sao piials Sra 95 Re ean Davenport 
KMA vert hirer Shenandoah 
SOUTHEAST 
SL aut 4d:¢a dk R3 caee a eed ee Baltimore 
wesc .....Charleston 
RE isd binky nie 6 SWE a Re kas bee Columbia 
EY ta ede als Lig We Wide ian ole Raleig 
SED S04 s ctcbh Rane dead ead eee Roanoke 
SOUTHWEST 
ere yee ror errr Albuquerque | 
KEEW ; 5% Jan iba tae Brownsville | 
<6 ss disses ia sanaeaeen Corpus Christi 
a Sere rr ry Houston 
KOMA .....Oklahoma City 
KTUI jan eneaeeen Tulsa 
PACIFIC COAST 
KOIN eed ; ......Portland 
KIRO , ; .. Seattle 
and WRIGHT-SONOVOX, Inc. 


For latest radio information, call 


FREE & PETERS, inc. 


Pioneer Radio Station Representatives 
Since May 19382 


CHICAGO: 180 Ne. Michigan .. Franklin 6873 
NEW YORK: 444 Madison Ave......Plaza 5-4130 
ATLANTA: 322 Paimer Bidg.......... Main 5667 


SAN FRANCISCO: I!! Sutter........ Sutter 4353 
HOLLYWOOD: 638! Hollywood Bivd.Hollywoed 215! 
DETROIT: 645 Griswold St ..Cadillae 1880 


McCann Transfers Besor 


James C. Besor, on the produc- 
tion detail staff of McCann- 
Erickson, Inc., New York, has 
been transferred to the time buy- 
ing and station relations division 
of the agency’s radio department. 


New Frozen Food Paper 


The first issue of Frozen Food 
Industry & Locker Plant Journal, 
to be published by Food Publica- 
tions, Inc., 205 E. 42nd St., New 
York, will be out in October, and 
will offer a guaranteed circulation 


of 7,000 copies monthly. The 
magazine will be standard size, 
with editorial supervision under 
Vincent M. Rabuffo, editorial di- 
rector; Joseph R. Fabian, editor, 
and William A. Smylie, associate 
editor. Clarence M. Switzer will 
be advertising manager. 


Joins ‘Look’ Editorial 

Mrs. Raymond Clapper, wife of 
Raymond Clapper, noted column- 
ist who lost his life while cover- 
ing the invasion of the Marshall 
Islands early in 1944, has joined 
Look as contributing editor and 


member of the editorial board, 
effective Sept. 4. Author of a 
book to be published this fall 
dealing with famous personalities 
in the Washington scene during 
the last two decades, Mrs. Clapper 
will write on American family 
interests from the national view- 
point. 


Mullin Joins KGO 

Dickson Mullin, formerly ad- 
vertising and sales promotion 
manager of Reymar & Brothers, 
and with Walker & Downing, both 
in Pittsburgh, has joined the pro- 


TUVeT tility Aye PPLETILUE 


3 v, 


motion and publicity depar: 
of KGO and the American B 
casting Company in San 
cisco. He was discharged rex 
from the Naval air force. 


Newman Plans Buildi; 


Newman-Rudolph Lithogra 
Company, Chicago, plans t 
gin construction on Sept. 15 
modern four-story building 
side Chicago’s Loop. The bui 
which will cover 53,500 s 
feet, will be bounded by 
Buren, Jefferson, Congress 
Des Plaines Sts. 
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Corona to Emphasize 
Portable Machine 


L. Cc. Smith & Corona Type- 
writers, Inc, through Newell- 
mn +t Company, New York, will 
~vitcn emphasis in copy from of- 
ace machines to the Corona port- 
x typewriter with September 
ces of American Weekly, Col- 
jer's, Life, The Saturday Evening 
] and This Week Magazine. 

Half the insertions will promote 
the portable office machine. Adver- 
’ in addition to this list, 
appear in Banking, Business 


Week, Fortune, Newsweek, Pur- 
chasing and Time. 


Hague Forms Agency 

Lee Hague, recently informa- 
tion director of the Charlotte, 
N. C., district of OPA, has formed 
Lee Hague & Associates, a general 
agency with temorary offices in 
the Piedmont building, Charlotte. 
Before entering government serv- 
ice, Mr. Hague was with the ad- 
vertising deartment of the Char- 
lotte Observer, and previously 
headed Advertising Associates in 
that city. 


Beard Heads 
McGraw-Hill 
Ad Activities 


New York, Aug. 28.—W. K. 
Beard Jr., publisher of Electrical 
World and Electrical Contracting, 
takes over Sept. 1 as vice-presi- 
dent in charge of all advertising 
activities of McGraw - Hill Pub- 
lishing Company. 

Mr. Beard, whose appointment 


to the advertising post was dis- 
closed last week (AA, Aug. 27), 
will succeed J. H. Rudd, who has 
resigned. As publisher of the 
two McGraw-Hill publications, 
he will be succeeded by Lee H. 
Hill, formerly vice-president of 
Allis- Chalmers Mfg. Company, 
Milwaukee. 

In other changes announced by 
the publishing company, Malcolm 
MacNaught, manager of Electrical 
Contracting, also assumes similar 
duties with Electrical World; A. 


in store for themselves 


a good foundation against 


the time to come. 


Centuries failed to tarnish the shining example that 
was the provident man until, in the span of less than 
two decades, it was all but obliterated by the cor- 
rosive vaporings of those who preached the gospel of 
unrestrained spending. Why lay aside something 
against the time to come? Spend! and every one of 
us—regardless cf degree of talent or industry—will 
bask in the sunlight of perpetual prosperity. Come 
rainy days—come winter winds—a paternalistic gov- 
ernment with limitless purse will beneficiently provide. 
Spend! and no man shall ever want for anything! 


We, at Chilton, see the need for a revival of the belief 
in the virtue of industry and thrift. And, while we 
recognize that it would be folly to stint on any expendi- 
ture that will bring Japan to her knees one day sooner, 
we feel that right now is the time for Government to 
take the lead and set the example in a movement to 
make old-fashioned thrift the vogue once more. We 
are happy to discern the first glimmerings of a new 


guide lamp. 


CHILTON COMPANY (INC.) 
Chestnut and 56th Sts., Philadelphia 39, Pa. 
100 East 42nd Street, New York 17, N. Y. 


JOURNAL AND REVIEW OF OPTOMETRY «+ 


IX ACTION « 


THE JEWELERS’ CIRCULAR-KEYSTONE «+ 
THE SPECTATOR PROPERTY INSURANCE REVIEW 
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influence 
are world-wide. Together with an- 
other publisher Chilton Company 
(Inc.) has an equal interest in 
Business Publishers International 
Corp., publishing THE AMERICAN 
AUTOMOBILE (Overseas Edition): 
EL AUTOMOVIL AMERICANO; 
INGENIERIA INTERNACIONAL 
INDUSTRIA; INGENIERIA INTER- 
NACIONAL CONSTRUCCION;: 
and EL FARMACEUTICO. 


| Timothy. VI, 19 


AUTOMOTIVE AND AVIATION INDUSTRIES 
«. DISTRIBUTION AGE 


Hauptli Jr., formerly manager 
of the western district, becomes 
publisher of American Machinist 
and Product Engineering, while 
William E. Kennedy will be as- 
sistant publisher; Burnham Fin- 
ney will confine his activities to 
editing American Machinist, with 
Elmer Tangerman becoming man- 
aging editor of the publication; 
and Ray Whittington will succeed 
Mr. Hauptli as associate manager 
of the western district. 

Nelson Bond, former McGraw- 
Hill representative in Boston, has 
been appointed advertising man- 
ager of Business Week, it also 
was announced. 


Join Ad Federation 


Advertising Federation of 
America has added the following 
members: Gillette Safety Razor 
Company, Boston; Dakota Farmer, 
Aberdeen, S. D.; WGAN, Port- 
land, Me.; William G. Rambeau 
Company, Chicago; Capitol Tran- 
sit Advertising Company, Schen- 
ectady, and Julian Gross Adver- 
tising Agency, Hartford, Conn. 


FACTS 


to remember in 


Engineers & 
Designers 


War’s end finds building design- 
ers eager for information on 
products, materials, and equip- 
ment and they’ll be even more 
eager each month to come. 


Inquiries for product data re- 
ceived by Pencil Points Progres- 
sive Architecture have shot up— 
from a low of 2,000 per month in 
1944 to a high of over 4,000 a 
month in 1945. And the trend 
is steadily up! 


Tell the news of your product, 
material or equipment in the ad 
vertising colurnns of Pencil Points 
Progressive Architecture where 
the important men of the design 
profession turn for dependable 
information on building tech 
niques and methods 


Pencil Points 


Progressive Architecture 


Send for the story of ‘Materials 


& Methods —new Pencil Points 
editorial feature 
A Reinhold publication 


e ’ } in 
330 West 42nd Street, New York 18, N 
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Fitch Keeps Powell 


Dick Powell’s “Bandwagon Mys- 
teries” changes networks Septem- 
ber 27, when the show goes over 
the full Mutual on 259 stations. 
Originally a summer stand-in for 
F. W. Fitch Company’s Sunday 
night NBC “Bandwagon,” 
Powell’s mystery-drama produced 
such good results both sponsor 
and agency have decided to keep 
it on the air. 

L. W. Ramsey & Co., Davenport, 

a., handles the show, which will 
be aired Thursdays at 7:30-8 p.m., 
CWT, with a rebroadcast at %:30- 


9 p.m., PWT. Fitch will continue 
the “Bandwagon” series on NBC, 
6:30 p.m., CWT., as in previous 
years. 


Stanfield to London 


Harold F. Stanfield Ltd., Mont- 
real and Vancouver, has _ estab- 
lished a London, England, office 
at 10 Sackville St. William J. 
Fernau will be managing director 
of the new branch and Paul 
Greenberg, director and executive 
vice-president in Canada, will su- 
pervise all English and European 
activities. 


‘Cottee Only’ Is 
Adopted for Hills 
Bros. Ad Theme 


San Francisco, Aug. 28.— The 
fact that it produces “coffee ex- 
clusively” is the theme played up 
in the new fall advertising cam- 
paign of Hills Bros. Coffee, Inc., 
to run for nine consecutive weeks 
in daily newspapers throughout 
its sales territories. 

The series consists of 18-inch 


Advertising Age, September 


humorous, animal cartoon ads 
with the phrase, “Coffee exclu- 
sively,’ following the company 


signature. A typical headline, 
“Bees make better honey than 
anybody?” is supported by this 
single paragraph of copy: 
“‘Honey? We make nothing else 
but!’ say the bees. ‘Coffee? that’s 
the only product we’re interested 
in!’ say Hills Bros. Such undivided 
attention to buying, blending, 
roasting and packing America’s 
favorite beverage is the reason 
people say this of Hills Bros. 


EXAMPLE NO. 6*: the top charge customers of THE DAYTON COMPANY, Minneapolis, Minn. 


. 
. . 
e . 
. 


Recently The Dayton Company, * an outstanding Min- * ; 


neapolis department store, compiled a fist of 1, 000 oh its’: *. 
best customers—the kind of people who bu\s better mer: . . 
chandise and maintain large accounts at the store, : 


Then Fact Finders Associates Inc. sent to this 


list a questionnaire asking: 


(1) “What is your favorite magazine?” 


(2) “What magazines do you read regularly?” 


These customers say they like Time best—and more of 
them read Time regularly than read any other ad-bearing 
magazines except multi-million circulation Life and 
Saturday Evening Post. Surveys like this in other cities 
across the country are coming up with similar returns. 

The more-than-a-million families who read Time every 
week have a yearly income more than $3,000 higher than 
the average U. S. family income. 
show that Time’s Grade-A audience is a natural Grade-A 
market for merchandise sold to and through department 


stores. For example: 


More than 57° own their own homes—74.8° entertain 
regularly at home—almost 80% of the women own one 
or more evening gowns. These families are the pace-setters 
whose living and buying habits millions of other families 


copy . 


When you want to reach the nation’s best department 
store customers with your advertising, you can go straight 


to their doors through the pages of ‘Time. 


And many 


Grinle-A 


statistics 


Rich's, Atlanta... 
B. Forman Co., Rochester . . 


*Previous examples: Joseph Horne Company, Pittsburgh . . . 
Hutzler Brothers, Baltimore. . . 
. The Rike-Kumler Co., Dayton 


TIStnG OFFICES 


Your best customers vote 


NEW YORK . , A . ROS 


PHILADELPHIA . tv 


wor.» fe 
Now that's whet | call good coffee! 


| 

SPECIALIZES — "Coffee exclu: ively' 

is the theme for the new fall adve;. 

tising campaign of Hills Bros. coffe 

which will appear in daily newspaper 

throughout Hills Bros. sales territorie; 
for nine consecutive weeks. 


coffee—‘Now that’s what | 
good coffee.’ ” 

Sales executives are cautioning 
grocers that the campaign does 
not mean that the coffee supply 
situation has improved sufficiently 
to meet the full demand for Hil): 
Bros. coffee. Production is lim. 
ited by available supplies of green 
coffees and packaging materials, 
William L. Shinnick, for the 
past two years on Overseas as- 
signment with the OWI and prior 
to that with Benton & Bowles. 
New York, and N. W. Ayer & Son, 
Philadelphia, has been appointed 
advertising manager of Hills 
Bros., according to T. Carroll Wil- 
son, vice-president and former 
advertising manager. Ayer han- 
dles the Hills Bros. account. 


Piper Starts Sales 
Training Courses 


Piper Aircraft Corporation, 
Lock Haven, Pa., has begun an 
aviation sales training program 
for its dealers and distributors 
In addition to technical flying 
knowledge, Piper salesmen will 


be given a thorough grounding in 
practical sales technique particu- 
larly related to aviation. 

The courses were designed for 
Piper by the Aviation Institute of 
Professional Sales Training, and 
consist of a series of field-tested 
weekly lessons in  pre-planning 
the sales interview, dramatizing 
the sales interview and develop- 
ing sales personality. 


Heads Cudahy Division 


Hugo Wesin, assistant director 
of the beef division of Cudahy 
Packing Company in Chicago, has 
been appointed head of the di- 
vision, succeeding the late Wil- 
liam Diesing. 


TELL 
TEACHER! 


America’s 25 million kids take teacher's 
word for a lot of things. 
and advice influence buying habit. 0! 
millions of American homes in 1' 
ways than you think. 

Small wonder that many of Ame! 
ablest makers of tooth paste, vita! 
beauty aids and a hundred and one « 
items find it pays to “‘tell teac 
through the pages of State Teac -' 
Magazines. 


They are teachers’ own official p 


cations with 700,000 subscribers. 


And you may buy any combinat 
from one to 43 states. May we te! 
more? Write State Teachers Maga 
Inc., 307 N. Michigan Ave., Chica 

Georgia C. Rawson 


Reaching America’s Most Influential Ma 


State Teachers. 


MAGAZINES 


An association of 43 state teachers mage: "@ 
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ry ALL LIKE TO READ! 


WHAT’S “DOUGLASS WELCH GOT 


THAT GE7S PEOPLE? 


For instance, we sent Welch down to the San 
Francisco Conference, not to report the seri- 
ous meditations of that momentous gather- 
ing, which were brought to us by many jour- 
nalistic experts on international affairs, but 
rather to bring Post-Intelligencer readers 
its lighter side . . . in the unique style that 
has created a host of Welch fans throughout 
the nation. The result was newspaper his- 
tory in Seattle and Western Washington. 
The popular Post-Intelligencer writer’s dis- 
patches had a chuckle in every line... and 
proved so popular that we were obliged to 
publish them in booklet form to meet the 
huge demands for reprints. 


REPRESENTED NATIONALLY 


NEW YORK * CHICAGO * BOSTON * 


SAN FRANCISCO © PHILADELPHIA 


Welch has a style that gets readers. Every- 
body hereabouts reads him, and the nation 
laughs with him, too, through his mirthful 
stories in the Saturday Evening Post and 
other publications. He is but one of the top- 
flight writers who make the Post-Intelligen- 
cer the Pacific Northwest’s most readable, 
interesting newspaper. +: 


First of a series that will bring you the stories of Berne 
Jacobsen, Royal Brougham, Carlton Fitchett, Bob Ber- 
mann, Fred Niendorff, Marion Stixrood and others... 


the 


op Gpitdlugenee 


seattle 
BY THE HEARST ADVERTISING SERVICE 


* DETROIT © PITTSBURGH * BALTIMORE * LOS ANGELES © SEATTLE 
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Publishers Barred 
from Buying OWI 
Overseas Papers 


‘Victory,’ ‘Voir’ to 
Be Stopped; Fate of 
Others Undecided 


Washington, Aug. 30.—Those 
OWI picture magazines, with their 
multi-million circulation through- 
out Europe and North Africa, are 
not to be a “buy” for an enter- 
prising publisher after all, it ap- 
peared here today, following 
refusal of the Army-Navy Liqui- 
dation Commission, charged with 
selling surplus property abroad, 
to offer the publications for sale. 

Two of OWI’s most successful 
organs—Victory, an 80-page bi- 
monthly published in a dozen or 
more languages, and Voir, a highly 
successful French language pic- 
ture magazine, had been turned 
over to the commission as sur- 
plus, according to announcements 
last week, but for reasons of good 
diplomacy, the government has 
decided merely to stop issuing 
them. 


Last Issues Printed 


Fate of OWI’s entire overseas 
operation, including its outposts 
throughout the world, and its big 
chain of shortwave and medium 
wave radio transmitters here and 
abroad was in the balance, with 
the White House considering a 
proposal to move the outposts and 
some of the information functions 
to the State Department. 

Whatever happens to OWI, 
however, Victory, printed by 
Crowell-Collier since 1943, and 
Voir, distributed in France since 
D-Day 1944, are on the rocks, the 
last issue of Victory being already 
out, and Voir scheduled for sus- 
pension with issue 36 October 15. 


A Subject of Controversy 


Since it started, Victory has 
been subject of considerable spec- 
ulation among publishers who had 
ambitions in the foreign field. It 
was widely rumored that Crowell- 
Collier had some sort of postwar 
option on the publication, or was 
at any rate building contacts 
which would enable it to get a 
running start overseas. 


4. More key officials in Wash- 
read TIME regularly than 
y other magazine, howeve: 


ington 
read an 


Dig its circul 


For further details write to 


TIME 


9 Rockefeller Plaza, New York 20, N.Y. 


Actually, according to OWI, 
Crowell-Collier never sought to 


exercise any option in regard to 
Victory, and its chief function in 
regard to the publication, in ad- 
dition to printing it, was to sell 
the dozen or more pages of ad- 
vertising that went into each is- 
ue. 


Asked About Advertising 
More than a year ago, Congress 
asked about that advertising. 
Pointedly, Republican members 
wanted to know whether war con- 
tractors were being asked to buy 
the space, then charge it up to 
war contracts. OWI said adver- 
tising had been included in Vic- 
tory to give it more of the ap- 
pearance of commercial publica- 
tions. It said it felt Victory 
advertisers were mindful of es- 


n 


Sea 


tablishing their trade names for 
postwar exploitation abroad. 

Both Victory and Voir were 
sold on newsstands, with Voir 
showing a profit of $800,000 for 
the government. An OWI spokes- 
man said, however, that the pub- 
lications entered other countries 
under arrangements with their 
governments, and it was doubtful 
whether such arrangements would 
have continued if the publications 
passed into private hands. 

In the case of Voir, for in- 
stance, it was explained that the 
magazine had been started at the 
request of the French govern- 
ment, to be continued until the 
French publishing industry was 
on its own feet. The OWI spokes- 
man explained that French pub- 
lishers might have resented trans- 


Advertising Age, September 


fer of the publication, with its 
newsstand sale of 425,000 to pri- 
vate hands. 


Has Other Publications 


In addition to the bi-monthly 
Victory, and the weekly Voir, OWI 
has USA, a 68-page monthly di- 
gest magazine, and Amerika, a 
Russian language _ publication 
which is the only American pub- 
lication circulated in the Soviet 
Union. 

It appeared that if OWI is 
transferred to the State Depart- 
ment, USA would also be dis- 
continued but there was some 
feeling that Amerika might con- 
tinue because of the unusual job 
it is doing. According to reports, 
each copy has been read by as 
many as 20 persons. 

Strong support was 


evidenced | 


) 


throughout the governme; 


continuation of overseas i: 
tion work, for which C 
appropriated $35,000,000 ti 
particularly for the main 
of “information centers” 
eign capitals where friend! 
nalists can obtain backgro 
formation about the Unitec 
At its budget hearings, O 
had very strong suppo. 
military and diplomatic 
who have seen this se 
operation. 


Promises to Quit 


By retiring from the pubis! 


field, however, OWI is 
good on its long standing ; 


to leave this sort of activity ; 


private organizations as 
they were able to do the 
At budget hearings last 
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>, 1945 mad 
forfihurman Barnard, executive di- 
rmafmector of the overseas branch, 
hat OWI “welcomed the 


ssive American publishers 
no ave planning foreign editions.” 
' time, however, he said 
g and diplomatic affairs 
uch that OWI would have 
» continue its activities. 

Other government publications 
with undetermined futures in- 
iyde: En Guardia, published by 
fcGraw-Hill and Chilton for the 
ordinator of Inter-American 
fairs; and Wings, published by 
fcGrew-Hill for the Navy’s bu- 
eau of Aeronautics and the Army 
bir forces. 


+ t t 


hip} 


were 


ravure Rates Up 


Ib. The Milwaukee Journal has is- 
pringimmued rate card No, 19 effective 


ising Age, September 3, 1945 


Jan, 1, 1946, listing increased 
rotogravure rates. The line rate 
for monotone, now 75 cents, will 
be increased to 80 cents. The 
colorgravure rate for 1,000 lines 
is increased from $1,050 to $1,100. 


Longino Joins Agency 
Sam W. Longino, former staff 
assistant to the manager of the 
materials division of Bell Air- 
craft Corporation, Marietta, Ga., 
has joined Liller, Neal & Battle, 
Atlanta, as production manager. 


Atkinson to Kawneer 


Luther H. Atkinson, formerly 
vice-president in charge of sales 
of Elastic Stop Nut Corporation, 
Union, N. J., has joined Kawneer 
Company, Niles, Mich., as vice- 
president and director of sales of 
the store-front division. 


Truck Industry 
May Hit New Peak 
in ‘46, Purdy Says 


Detroit, Aug. 28—Production 
and employment in the truck in- 
dustry will increase rapidly and 
before the end of this year should 
be close to the average levels 
which prevailed in the industry’s 
biggest peacetime year, Richard T. 
Purdy, manager of the truck 
division of the Automobile Manu- 
facturers Association, forecast yes- 
terday following a survey of prin- 
cipal truck makers. 

He stated that the industry will 
have to operate at record levels 
for several years to catch up with 


accumulated demand. The indus- 


try’s peak year was 1937, when 
891,000 units were produced. 

From the estimated production 
of 21,600 civilian trucks in July, 
output before the end of this year 
should mount to a monthly rate 
closely approximating that of 1937, 
while the first quarter of 1946 may 
find the industry exceeding all 
previous records, Mr. Purdy pre- 
dicted. 

2,000,000 Deficiency 

“There will be a need for the 
establishment of new production 
records in the truck industry as 
quickly as possible to make up the 
accumulated deficiency occasioned 
by the severe production restric- 
tions during the war years,” he 
stated. “This deficiency, based 
upon average annual production of 
743,000 vehicles in the six prewar 


ancellation orders. 


Cost 


ncle Sam is busy handing out the big, red-bordered 
Overnight, many a firm will lose 
isbiggest, perhaps its only customer. 

What next? What about the former customers you’ve 
ad to refuse these last few years? What have you done 
0 keep contact with them, to explain your wartime 


problems, to tell them about your plans for the future? 


Vill you be ready with new products or new services? 
Vhat are you doing to promote them? 


IRON AGE advertisers have done this: When unable 
4 0 continue normal trade contacts, they have taken 
vantage of the unmatched combination of editorial 
ind advertising breadth which has made THE IRON 
AGE the chief source of business information for more 


han 100,000 key metal-working men every week. 
hey have used this opportunity to explain their present 
Problems and future prospects to retain customer good 
will and the interest of distributors. 


Realizing that its readers number most of their old 


7 ustomers, as well as scores of mew ones, they regard 


consistent, informative advertising campaign in 
HE IRON AGE as the best possible insurance against 


: 


— 


he day when they will weed customers. 


Cccstomer 


--"WHAT NEXT ? 


H. K, HOTTENSTEIN 


Franklin 0203 
R. M. GIBBS 


Atlantic 1832 
ROBERT F. BLAIR 


Main 0988 


’ Cc. H. OBER 
i H. &. LEONARD 


Murray Hill $-8600 
PEIRCE LEWIS 
Trinity 1-3120 


B. L. HERMAN 
Chilton Buildin 


Sherwood 1424 
R. RAYMOND KAY 


Granite 0741 
D. C. WARREN 


1016 Guardian Building, Cleveland 14 


100 E. 42d Street, New York 17 


‘ REPRESENTATIVES : 
1134 Otis Building, Chicago 5 


428 Park Building, Pittsburgh 22 


7310 Woodward Ave., Detroit 2 


$6th and Chestnut Sts., Philadelphia 39 
2420 Cheremoya Ave., Los Angeles 28 


P. O. Box 81, Hartford 1 
Hartford 3-1641 


A Chilton © Publication 


100 East 42nd Street, New York 17, N.Y. 
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years and of 87,400 in 1942-1944 
inclusive, is close to 2,000,000 
units. It will require’ several 
years of record operations to elimi- 
nate this deficiency and get the 
nation’s supply of trucks back to 
normal proportions. 

“Different manufacturers have 
reconversion problems of varying 
magnitude, but most producers 
have been building large numbers 
of military vehicles and a few 
commercial units throughout the 
war. Most production lines are 
intact, and the main problem in 
increasing output is now one of 
getting raw materials and parts for 
civilian production flowing 
smoothly in much greater volume 
than at present.” 


McCann Ups Granicher 


Burton C. Granicher has been 
appointed to head the radio de- 
partment of the San Francisco 
office of McCann-Erickson, in ad- 
dition to continuing as an ac- 
count executive. James Camp- 
bell, manager of the production 
department, will assist Mr. Gran- 
icher, 


For salesmen 


who want to 
SELL more 
EARN more 


JUST 
PUBLISHED 


The com- 
sense 
and practical 
methods of ef- 


mon 


fective selling, in 
a plain course by 
a master salesman. 


MONEY-MAKING 
SALESMANSHIP 


By MICHAEL GROSS 
President, Keystone Lithograph Co. 


200 pages, $2.00 


ERE’S a 1945 manual of sane sell- 
ing methods to help you build 
sound selling habits, lasting customer 
contacts, the money-making stability 
that pleases the home office and puts 


profits in your pocket. 

@ Written by a salesman of 30 years’ 
experience, its 200 pages avoid high- 
pressure, stunts, and fancy flourishes 
—give you the solid, sensible, down- 
to-earth instruction that you can use 
to nail an order from your first 
prospect tomorrow morning. 


@ Every phase of selling is thoroughly 
covered—learning the fundamentals, 
selecting prospects, pre-approach, 
what to say when you get in to see 
a prospect and how to say it, factors 
that help land orders and those that 
help lose them, how to demonstrate 
your product effectively, and how to 
close the sale. 


® This is a manual to start the bud- 
ding salesman right, on what to do 
what to say, anc 
to get busines: 
iron out the wrinklé 
technique. Read it test it 
free. 


Send this Examination Coupon Now 
ee ee 8 8 8 eee 
McGraw-Hill Book Co., 330 W 
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SPLARHEAD-—> 


Don't Be Satisfied with Ordinary 


Wasteful DISPLAYS 
Way We Suggest... 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximum use, consistent results .. . 


YOUR DISTRIBUTION PROMOTION PLANS WITH 


LEADERSHIP AT “POINT OF SALE” 


We are a Display Agency and co- 
operate fully with your advertising 
agency to ‘‘Pipe-in" the force of na- 


California Begins 
$200,000 Series 
for Apparel Trade 


Los Angeles, Aug. 30.—With a 
business paper ad announcing a 
“California Fiesta of Fashion,” the 
California Apparel Creators this 
week launched a $200,000-a-year 
campaign, through Foote, Cone & 


 eeecing, to build a $1,000,000,000 


apparel business on the West 
Coast. Sales of southern Califor- 


tional advertising. 
— 
MERCHANDISE /1-xalatin 


ON THE COUNTERS 
Also Complete Services for Every Other Point of 
Sale Activity 
32 Pages . . 420 Pictures . . . an Exhibit of Performance 
Write for a copy of it Today on your business letterhead 
America's Large Organization Specializing 
in Merchandise Presentation z 


/ 
, 
y 


1 346 N. Justine Street 


@ Chicago 7, Ill. 


nia garment firms are estimated to 
have grown from $67,000,000 in 
1939 to $250,000,000 at present. 
Because “the Los Angeles mar- 
ket has grown so large and im- 
portant and so varied in the types 
of merchandise offered,” the open- 
ing ad explains, “two general 
showings a year are no longer 
adequate for properly servicing 
buyers.”” The Fiesta therefore will 


be “a year-’round series of show- 
ings.” 
Start Sept. 17 

Cruise and resort sportswear 
showings will start Sept. 17; spring 
sportswear, blouses and _ shirts 
showings on Oct. 1; and children’s 
and infants’ wear, women’s coats 
and suits, shoes, robes and negli- 
gees on Oct. 15, with other open- 
ings to follow later in the fall. 

The campaign is intended to 
make America “California con- 
scious” in clathes as it is already in 
fruits and movies. “If the fruit 
growers can sell Sunkist oranges,” 
the manufacturers point out, “we 
can sell garments created and de- 
signed in the land of sunshine.” 


Half of Fund Raised 


More than $100,000 of the initial 
$200,000 fund has been raised. 
Manufacturers are being asked to 
contribute to the fund at least 
1/10th of 1% of gross sales vol- 
ume in 1944. A consumer cam- 
paign will get under way as soon 


|as the industry thinks it is pro- 


The building market in § package 


; ay ee 


Advertising Age, Septembe 3, er 
ducing enough clothes to 
mand. 

Apparel Creators play 
visiting buyers — helpi: 
train and hotel reservati: 
viding buyers’ guides, an: 
ing weekly champagne p: 

Los Angeles, in fact, 
persuade the bulk of the 
garment industry to ; 
southern California. 

Mayor LaGuardia of Ne, 
broadcasting Aug. 26, urg 
bers of that city’s garmen 
try to “give up a «& 
pinochle games and wa 
situation.” 


"et de 


Hat Group Campaign 
Set for March 


Hat Research Foundation y; 
begin its first united effort 4 
“sell more hats to more men mp 
often” in a national program ; 
full page and spread color , 
and black and white half pagd 
scheduled for magazines beg; 
ning in March, 1946. 

Retailers will be given a spq 
cial plaque for display and sy 
gestions for store layouts, et 
to tie in with the campaign, Gr 
Advertising Agency, New Yor 
was named recently to handle +! 
$250,000 campaign (AA, Aug. 29 


Foote, Cone Named 


by Marshall Field 

Foote, Cone & Belding, (Ch 
cago, has been named to hand 
national advertising for the reta 
stores of Marshall Field & Co. 

The huge retailer is an exte 
sive advertiser in national fashj 
magazines, and it is reported t! 
expenditures of this nature 
be stepped up as the organizat 
moves to improve its already { 
midable position as a “nation 
retailer.” 


Sines Agency Moves 


Raymond L. Sines Advertisi 
Agency, San Francisco, has mo 
to larger quarters at 177 Post §$ 


The Keynote 
today is 
RECONVERSIO 


and it applies to reconvertin 
wartime sales programs, 4 
vertising copy and schedul 
to peacetime conditions. 


We are prepared to help ys 
do this tremendous task in 


MICHIGAN'S 


where the five large dai 
papers listed below give ©° 
plete coverage of one of t 
richest markets in the c: 


Escanaba Press 
Houghton Mining G 
| Iron Mountain N« 
Marquette Mining ~ 

Sault Ste. Marie | 


Represented by 
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‘Please allow me to commend you on a swell ‘The person who thought about the Overseas 
idea and a great morale booster. So far I’ve Edition is ‘on the ball’ and should be entitled 
received every edition.’’— Philippines to some kind of medal from the Army.”’ —Italy rl 
es ‘eae : aa ‘ “I know there have been thousands before me pric 

Thanks a million. ¥ ou cant angen who have expressed the sentiments that we all ; 
how happy you are making us in the serv- feel for this swell little edition.”,—Germany 
ice.”’—Australia ity 
“Words can hardly express my appreciation 

“You will never know just what it means for ..-like a letter from home, only it tells so much 
a fellow to get a paper from home. Just any more.” —India 


Show Servicemen "s Appreciation paper at all doesn’t usually do the trick. A 


aper from home—that brings you back “Your paper means a lot to us G.I.’s who 
fonts while reading it—that does it. My are far away from home.’’—South Pacific 
first reading was not enough. I’ve read it ‘ 


al ta half d Stennis a I got it.” *.. . best overseas newspaper I have ever read. 
mos ozen times since I got it.’””— 


Thanks for bringing us home for a little while 
France each week.’’ —England 
“*Congratulations to you and your staff. It is “*Thank you all for the wonderful thing you 
Just what the servicemen like and is welcome as are doing to aid the morale of the service- 


mail-call.’’—Camp in U. S. men.’’—Camp in U. S. 


Your New Selling Force in New Orleans 


wove 


MARJORIE ROEHL, B. A., LUTHER WRIGHT, Me- 


NEW ORLEANS 


Ursuline College cum chanical Superintendent, 
laude, ITEM reporter, directs all production, in- 
Military Editor. Her cluding Overseas Edi- 
ideas of G.I.s’ news pref- tion. Wide experience as 
erences enthusiastically foreman of newspaper 
endorsed by servicemen composing rooms. With 
themselves. ITEM since 1942, 


Ralph Nicholson, Qwner and Publisher - 


BILL MAULDIN, the out- 
standing cartoonist suc- 
cess of World War II, is 
equally popular with ser- 
vicemen and homefolks. 
Mauldin is another fam- 
ous feature appearing 
daily in the ITEM. 


JIM HAY, Circulation 
Manager, 21 years ex- 
perience; sound carrier 
program trains boys to 
be tomorrow’s leaders. 
Member, executive 
board, N. O. Council, 
Boy Scouts of America. 


READER ACCEPTANCE: Largest Evening Circulation in Louisiana 


(92% concentrated in the New Orleans market—growing steadily) 


ADVERTISING ACCEPTANCE: 10,000,000 lines carried in 1944 
SAWYER-FERGUSON-WALKER CO., NATIONAL REPRESENTATIVES 
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. f - Daily, has been named executive 
Women’s Wear Ups Two fashion editor. Ruth Jacobs, as- 


Winifred Ovitte, formerly|sociate fashion editor, replaces 
fashion editor of Women’s Wear | Miss Ovitte. 


more than 1,000 in exces: 
set quota, Surgeon Genera]! 
Parran of the U. S. Public 


Form Film Company 


Lester A. Henning and George 
R. Cheadle, for the past three 


Advertisers Gave 


“We’re ready NOW!” 


is the time to tell them about your pro- 
duct or your service. Make lasting friends 
of 2,000,000 high school stu- 
dents by advertising in 
Scholastic Magazines. 


SCHOLASTIC PUBLICATIONS 
220 E. 42nd St., New York 17, N. Y. 


— = oe oe a oe oe oe 


years with Visual Training Cor- 
poration, Detroit, have formed a 
company to handle films and film 
programs for training and pro- 
motional purposes. The new firm, 
with offices in the Book building, 
Detroit, will operate as Henning 
& Cheadle. 


William A. Schroeder, assistant 
director of sales coordination of 
Best Foods, Inc., New York, has 
been appointed executive vice- 
president of Rit Products Corpo- 
ration, Chicago manufacturer of 
fabric and household dyes, which 
was acquired aS a Best Foods 
subsidiary in July. Mr. Schroeder 
—. been with Best Foods since 
1925. 


Cadet Nurse Corps 
$13 Million Boost 


New York, Aug. 29.—More than 
$13,000,000 in advertising and pub- 
licity space was donated during 
the two years ending June 30 to 


The millions of boys and girls who are ‘ 
back in school are ready NOW to buy all ae neni the U. S. Cadet Nurse Corps re- 0 * veobiae Bs soit hngd 
those marvelous postwar products. NOW Schroeder Named Rit V.P, |cruitment program, headquarters | PAN0Na) publications WEre « evotey 


here announced this week. Further 
recruitment for cadet nurses was 
terminated with the war’s end, and 
a drive already well in preparation 
has been dropped. 

Newspapers, magazines, radio 
and private advertisers contrib- 
uted to a 24-month appeal result- 
ing in new admissions to schools 
of nursing totaling 128,992, or 


CARL GEORGE, WGAR'S OWN WAR CORRESPONDENT, COMPLETES AN UNUSUAL 


= 


@ “Been meeting some pretty important people,” 
said Carl George in one of his early broadcasts from 
the Philippines. And that was the purpose of his 
mission . . . to visit Ohio’s fighting men in the Pacific 
. . . the most important people in the world to those 
who waited back in the Buckeye state. 

Daily, for almost six months, WGAR aired the 
broadcasts of its own war correspondent from the far 
reaches of the world. Listeners heard Carl George 
describe how Ohio’s fighting 37th Division dug out 
Japs on Luzon, how hometown lads helped rebuild 
the island fortresses of Guam and Saipan. Unex- 


pectedly, they went along with him on the Borneo cluding a new industrial desig 
invasion of Brunei Bay, caught the real-life sound department. 

effects of a major naval bombardment in one of the 

most thrilling broadcasts of the war. Then, from — - 
blood-stained Okinawa came other broadcasts telling 

how Ohioans were knocking at the very front door of Reconversion 


the enemy. And V-J Day found WGAR’s intrepid 
war correspondent in Chungking, reporting the re- 
action to the end of the war from the land where it 
began 14 long years ago. 

It was a mission that included many stops and 
many personalities, planned to lessen the distance 
between home and the war for the Joneses, the 
Browns and the Smiths of Ohio . the “pretty 
important people” whose interests will always come 


first with their friendly station. 
OS a s awe 


Cc 8. &.Y 
THE FRIENDLY STATION 
uy 


FREE Z R 10°S XXV leys" in Winston-Salem's in. ust! 
SPEECH 3 as sd picture assures steady emp): yme" 
“MIKE” ANNIVERSARY at good pay for large num ers ° 

, people ... and that's whe: DY 


Service reported. 
Although recruitmen 
stressed on a local and sta 
102 national magazines t 
estimated circulation of 54.79 
carried advertisements a) 


ture articles on the Cad Nun 


to cadet nurses. 

Newspaper publicity an 
to 15,000 full columns, wit! thy 
Meyer-Both mat campaigns resy} 
ing in 203 full pages of sponsor, 
advertisements, and hundreds , 
other local concerns running th¢j 
own ads. In addition, about 20, 
mats were distributed to the ry, 
press, and more than 400 to 4 
Negro press. 

Through the OWI, 14 weeks , 
national radio allocations were » 
cured for recruitment message 
with continuing regional rag 
support given during peak cap 
paign periods. The War Activitia 
Committee of the Motion Pictyy 
Industry cooperated by producing 
a newsreel and a one-reel recryij 
ing short, both released throug 
OWI to 15,000 theaters. 

The National Pharmacists Ass 
ciation sponsored an _ intensiy 
drive in 56,000 member dr 
stores, using posters, counter card 
and leaflets, and through the 
operation of the National Retaj 
Dry Goods Association, windoy 
displays and recruitment boot) 
were set up in 1,200 departma 
stores. 

J. Walter Thompson Company 
on assignment from the War Ad 
vertising Council, acted as ta 
force for the Corps. 


uNte 


Joins Engineering Paper 

F. G. Brander, formerly wit 
the industrial newspapers divisior 
of MacLean-Hunter  Publishi 
Company, Toronto, has been af 
pointed advertising representativg 
of Canadian Engineering Public: 
tions. He will represent Buildin 
Materials News, Architectural 4 
Building Catalog and Canadia 
Diesel Power in Ontario and thé 
central United States. 


Post & Johnson Moves 


Post & Johnson, Inc., Hartford 
Conn., has moved to larger office 
at 242 Trumbull St. and _ turné 
from the exclusive production 
engineering war service manua 
to a general agency service I 


No Serious Problem 
In Winston-Salem... 


Of course there will be recon 
version in Winston-Salem . . . bu 
it won't be of the serious kind . 
no !arge groups of people affecte! 
by sudden cancellations o wé 
contracts. 


For Winston-Salem industry 
long had a steady growth, » wé 
and peace . . . because W "ston 
Salem industry is of the "'s! ad) 
sort... always active ... »\Wé 
moving ahead . . . making ‘hing 
that people need in we am 
peace. 


This absence of "peaks a ¢ val 


ing power is made. 


‘JOURNAL and SENTINE 


Winston-Salem, N. | 
National Representative 
KELLY-SMITH COMPA! 
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We have already reported that 105,169 Daily News families are planning to buy or 
build new homes the first year after war-time restrictions are removed. But that’s 


not the whole story. 


A recent independent survey found out that Daily News families are going to 
do a lot of home-improving, too. This survey was conducted exclusively among regular 


readers of the Daily News and represents a valid cross-section, house-to-house sampling. 


What are these 77,818 home-improvers going to do when they get the eagerly 
awaited “Go” signal? Nearly 27,000 of them are going to paint—outside. Nearly 
25,000 of them are going to decorate—inside. Over 16,000 will install new heating 
apparatus. Over 15,000 will remodel the kitchen. 


In fact, our group of home-improvers are going to improve from cellar to attic. 


And improving means— buying. And buying on a big scale. 


The Chicago Daily News takes advertisers directly to this home-loving market. 
In these homes the Daily News is welcomed as good companion and good counsellor. 
Its place in the home is one of respect and trust ... Soon again we shall tell you 
more of this Daily News market. We've only begun to tell you what a significant 


survey has revealed! 


CHICAGO DAILY NEWS 


FOR 69 YEARS CHICAGO'S 
HOME NEWSPAPER 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
DETROIT OFFICE: 7-218 General Motors Building 


NEW YORK OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobart Building 
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Joins Federal Telephone | 


Norman Wunderlich, formerly | 
with Galvin Mfg. Corporation, 
Chicago, has been appointed ex- 
ecutive sales director of radio and | 
allied products of Federal Tele- | 
Phone & Radio Corporation, New | 
York, subsidiary of International | 
Telephone & Telegraph Corpora- 
tion, New York. Mr. Wunderlich 
will direct sales of industrial elec- 
tronics, broadcast, rectifier and 
mobile radio equipment and aerial 
navigation aids. 


Joins G-E News 

Kingsley W. Given will resign 
as director of publicity of Union 
College, Schenectady, N. Y., on 
Sept. 30, to direct the news bureau 
of the chemical department of 
General Electric Company, Pitts- 


Ree 


field, Mass. 


Crane Expands 


Forty-three dailies in Canada 
will carry a campaign for Crane 
Montreal, beginning in Sep- 
| tember. Half-page magazine ad- 
|vertisements featuring bathrooms, 
heating systems, kitchen piping, 
etc., are now appearing in a list 
of Canadian magazines through 
Cockfield Brown & Co., Montreal. 


Spice Island Appoints 
Spice Island Company, 
Donald Advertising Agency, 


Francisco, 
of its spices and herbs, 


Farm Crest to Grant 
Farm Crest Bakers, Inc., 


Chicago. 


San 
Francisco, has named C. H. Mac- 
San 
to handle advertising 


De- 
troit and Chicago, has placed its 
account with Grant Advertising, 


Non-Newspaper 
Newsprint Users 
Put on Quota 


Washington, Aug. 28.—As nook 
paper went on a free market this 
week for the first time since 1942, 
WPB extended its newsprint order 
L-240 to hold non-newspaper con- 
sumers of newsprint at the same 
levels permitted by the now de- 
funct magazine order L-244, book 
order L-245, and commercial 
printing order L-241. 

In extending L-240, which here- 
tofore applied only to newspapers, 


ee 


Advertising Age, September 3, j94: 


WPB plans to hold other users 
of “standard” or “superstandard” 
newsprint, at levels’ generally 
equivalent to their permitted rate 
of consumption under their respec- 
tive orders at the time of the 
Aug. 24 revocation. The restric- 
tion does not extend to “novel 
news” or “bulking news,” how- 
ever. 


Publishers Get Quota 


After extended calculating to de- 
termine exactly how much news- 
print non-newspaper consumers 
had been getting, WPB decided 
that book and magazine publishers 
and commercial printers should be 
allowed 113.3% of the amount of 
newsprint which they lawfully 
used in the corresponding quar- 
ter of 1944, or the second calendar 


Railway Supply News serves to keep all key railway men in all depart- 
ments currently posted on new equipment, supplies, materials and litera- 


ture. The first issue will be published October first. 


Scote of Market 


25,000 copies of Railway Supply News each month go to railway men 
in all departments—officials, department heads, superintendents, super- 
visors and foremen in executive, Operating, engineering, mechanical, 
stores, purchasing, maintenance, freight and traffic departments. 


The Need for Raway Supply News 


In Railway Supply News the latest information on new equipment, 
supplies, materials, and literature is presented in tabloid newspaper size 
fulfilling most completely the need on the part of all railway men of keep- 
ing in touch with developments of this nature. 


a ee 


The men on the publishing staff of Railway Supply News are men of 
many years of publishing experience. Having been in transportation 
publishing for long periods, they have a ready foundation through which 
to present the news in Railway Supply News as railway men prefer to have it. 


EQUIPMENT 
SUPPLIES 
MATERIALS 
LITERATURE 


7 


4 Basic ‘‘First’’ Features 


First in complete coverage of 
railway field—25,000 copies. 


First in penetration of all di- 
rect and indirect buying influ- 
ences in railway market. 


First in low cost coverage. 
Standard unit of space but 
$100, twelve time. 


First in presentation of railway 
product information in tabloid 
newspaper size. 


poration. 


For details on 
Advertising 


write, wire or call... 


transportation founded forty years ago. 
practice mean reader and advertiser preference. 


Who cs Sehind Rakway Supply Hews 


Railway Supply News is published by Railway Supply Publishing Cor- 
It is affiliated with Traffic World, a weekly newsmagazine in 


High standards of publishing 4 


Advertise in Railway Supply News, 
published for advertising results. 
See complete details in Standard 


Rate and Data. 


Railway Supply Publishing Corp. 


418 S. Market St., Chlenge 7—Wabash 2882 _~—T ce 


122 I. 42nd $t., New York 17, N.Y 


Murrey Hill 3-5520 


- 640 Mason St., San Francisco 2, Calif. 


Douglas 7233 


; quarter of 1945, or 10 tons, hich. 


ever is greatest. 
Publishers of shopping 2yige 
free distribution newsp: pe; 
“want ad” publications a) 4 fr 
distribution publications gj, 
newspaper formats may use in wal 
calendar quarter up to 1.5% « 
the amount of newsprint th:y cop, 
sumed in ihe comparable (juarte 
of 1944, or the second c» lends, 
quarter of 1945, or 10 tons, which, 
ever is greatest. 


Swedish Supply Ineffective 


In announcing the new quota 
for non-newspaper users of news 
print, WPB explained that impy 
tation of Swedish pulp, and @& 
creased foreign demands whig 
had beaten the book paper shor 
age, did not affect the short sy 
ply of newsprint. 
Other than increasing quotas y 
small newspapers five tons qua 
terly, WPB had no other stateme 
on the probable developments ; 
the newsprint field, pending 
rival here Sept. 11-12 of the news 
paper industry advisory committ 
for what is likely to be a signif 
cant meeting. 


Expect Continued Shortages 


The committee has already ha 
word from the advance guard 4 
the special task force touring 
ropean newsprint sources that 
world-wide shortage is expected| 
continue for a number of years, ] 
is expected to come to Washingt 
to recommend immediate expay 
sion of domestic newsprint pm 
duction. 

Restrictions on containerboar 
were lifted at the same time thy 
book paper limitations went ¢ 
following cancellation of the mil 
tary “V-Box” program. 

The container and wrapping pa 
per shortages were expected 
disappear rapidly, with grocer 
variety and novelty bags one 
more in production. 

Also free of government con 
trols were fiber shipping contain 
ers, paper sacks, and other wraj 
ping materials. 

It should be emphasized that 4 
print paper, with the exception 
newsprint, is now operating in 
“free market” with all govem 
ment controls lifted, and none 
the newsprint quotas apply |! 
book or commercial printin 
papers. 
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spping ___ Starting with the issue of October, 1945. Nearly 4,000 PAID 


(pected 1 


ae ad _ subscribers who had purchased subscriptions which could | 
con not be fulfilled under paper restrictions, will then k be added % 


cd that 7 to the group of 10,553 PAID, 11, 101 total*. . 


‘ception 
ating in 
] LOVE 


ste = Z ns oo Dléisics ieee the comeianies - executives, some “ 
inti of whom waited upward of two years for their subscriptions 
to be filled—for their patience and loyalty; and pledges con- 
_tinual editorial vigilance and oateretip to thete-n new as is well 
as all old subscribers. => | 
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. the only ABC plastics paper . . . the 


rm. PUBLISHED BY MODERN PLASTICS, INC. 
122 EAST 42nd STREET, NEW YORK 17, N. Y. 
Chicago +» Washington + Cleveland + Los Angeles a 
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fie'd's established institution . . . one 
mf \merica’s great industrial publications 
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Pilot Radio to Lefton 


Pilot Radio Corporation, New 
York, has appointed Al Paul Lef- 
ton Company, New York, to direct 
its account. Newspapers will be 
used, 


Joins ‘Saturday Review’ 

Jay Woodruff, formerly with 
the advertising department of the 
New York Times, has joined the 
advertising staff of Saturday Re- 
view of Literature. 


New Railway Paper 
to Start Oct. 1 


Railway Supply Publishing 
Corporation, Chicago, will publish 
Railway Supply News, new 
monthly publication, beginning 
Oct. 1. It will have a controlled 
circulation of 25,000. 

E. F. Hamm Jr. is president 
and publisher, and Emil G. Stan- 
ley is vice-president and advertis- 
ing manager of the new publica- 
tion. 


G-E Names Beale 


R. B. Beale Jr., assistant to the 
manager of laminated products 
sales, General Electric Company, 
Pittsfield, Mass., has been ap- 
pointed sales manager of the elec- 
tric sink and cabinet division, 
with offices in Bridgeport, Conn. 


Leaves ‘Field & Stream’ 


Irving Myers, advertising man- 
ager of Field & Stream, New 
York, has resigned after 37 years’ 
association wtih the company. He 
will be succeeded by Fred Klaner, 
formerly midwestern representa- 
tive. *: 


- 


Textile Trades 


See Good Supply 
by End of Year 


Washington, Aug. 29.—WPB to- 
day issued a report which indi- 
cated the average citizen is prob- 
ably ready to do some buying as 
soon as textiles reappear on the 
market. 


The survey, based on another of 
the sample studies conducted for 
WPB by the Bureau of the Cen- 
sus, reveals that the public 
bought 16% less staple clothing in 
the first three months of 1945 than 
in the corresponding period of 
1944, 


A. C. C. Hill, WPB vice-chair- 
man for civilian requirements, 
pointed out that we shall steadily 
recover from the shortages re- 
corded in the survey. Even as 
he spoke, WPB industry advisory 


Advertising Age, September 3, 


committees were debating the 
need for continuing the special 
programs which WPB and OPA 
had set up to encourage produc- 
tion of children’s and other essen- 
tial garments. 


Ask Continued Control 


The survey showed that the 
persistent WPB programs for pro- 
duction of children’s clothing had 
enjoyed marked success, for the 
amount of children’s clothing pro- 
duced was down only 8% in 1945, 
while men and women’s clothing 
was down 20% and yard goods 
40%. 

With clothing industry spokes- 
men predicting good supplies by 
Christmas, and a buyer’s market 
by April, industry advisory com- 
mittees were asking continuation 
of priorities for certain clothing 
programs. 

The women’s dress industry 
would like their order continued 
until Dec. 1, while the women’s 
coat and suit industry speaks of 
March 1, 1946, or December at the 
earliest. 

Toddler garment manufacturers 


A MARKET AND THREE NEWSPAPERS WITH 


In the 26-county retail trading area of Okla- 
homa served by the Oklahoman and Times 
and representing 33.8% of the state’s total 
counties, resides 43% of the population. 


The 43% of the state’s total population living 
in Oklahoma City’s 26-county retail trading 
area is responsible for 48.8% of Oklahoma’s 


annual retail sales. 


Within Oklahoma City’s 26-county retail trad- 
ing area lies 48.7% of the effective buying in- 
come of Oklahoma. (All figures copyrighted, 
1945, Sales Management Survey of Buying 
Power.) 


POWER 10 
ATTRACT 


i bbe magnetic personalities of The Daily Oklahoman, 

the Oklahoma City Times and The Sunday Okla- 
homan have earned for them a 56-year reign as Oklahoma's 
leading newspapers. 


Readers prefer these papers to any others because of 
their vigorous leadership, their alert vision, their planned 


progr ess. 


Advertisers fancy them because they lead straight to 


Oklahoma’s area of greatest population, biggest retail sales 


and highest spendable income . 


. . and turn it into profits. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THe Oxtanoma PusuisHinc Co.: THe Farmer-StockmMan % WKY, Ox taHoma Crty 


KVOR, Cotorapo Sprincs 


*® KLZ, Denver (Under Affiliated Management) 


REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 


are asking priority  assi 
through the fourth quarter o! 
The boy’s shirt, pajama and; 
wear industry has advised c 
in lifting restrictions, an 
women’s house dress _ in 
wants continued assistance. 

All industries agree that t! 
joint low-priced clothing pr 
planned by OPA and WPB 
to be scrapped at once, and 
want L-85, regulating styles 
interest of conservation, to 
the boards. 


Styles to Be Unfrozen 


The joint low-priced clothing 
program is considered a dead jg. 
sue, and there is considerable sep. 
timent within government to un. 
freeze styles. For instance, Price 
Administrator Chester Bowles says 
it would be unfortunate to require 
stores to stock war model gar. 
ments at this time. 

Among the worst shortages this 
year, according to the WPB sur. 
vey, were sheets and sheeting 
with only 21% of the demands for 
sheets met. Supply of women’s 
house dresses dropped consider. 
ably. Last year 23,523,000 were 
sold during the first quarter: this 
year 14,835,000 during the same 
period. 

Because rayon was in good sup- 
ply, women’s street dresses were 
in a more favorable position than 
house dresses, which are usually 
made of cotton. It was shown that 
84% of the demand for street 
dresses was met. Low-priced 
items, selling for under $6.10 
however, were in shorter supply 
with only 72% of demand satisfied 

Demand for men’s __ busines 
woven cotton shirts was up 11% 
with only 72% met, compared with 
95% in 1944. 
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Telefilm Expands 


Plans for postwar expansion in 
the 16-mm film field have been 
announced by Telefilm Studios, 
Hollywood, with the appointment 
of Ralf M. Spangler & Associates, 
Los Angeles, as public relations 
counsel, and Advertisers Produc- 
tion Agency, Los Angeles, to han- 
dle an increased publicity and ad- 
vertising program. 


Davis Joins Heller 


Dorothy Baynard Davis, for- 
merly personal director of Mc- 
Cann-Erickson, New York, ha: 
joined Robert Heller Associate: 
New York, industrial designers 
as executive vice-president 
charge of management and busi- 
ness administration. 


Springer Transfers 


Sherwood Springer, financia 
editor of the Republican, Spring- 
field, Mass., has joined the adver- 
tising staff of the Exponent 
Clarkesburg, W. Va. 
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Q at 12:00 NOON 


The Fair Store, one of Chicago’s most important department stores, having successfully 
used radio to sell their merchandise, recently decided to inaugurate a new campaign. 
They wished to make a deeper impression on the 2,855,700 families who comprise the 
second largest mdrket in the United States and who spend over $3,500,000,000 annually. 

WMAQ has been carrying a campaign for the Fair Store since September of 1944. 
When they decided to put on this new and larger campaign it is of great significance 
that they again chose WMAQ —the Chicago station most people listen to most. 

And so The Fair currently sponsors Moulton Kelsey Monday thru Friday at 12:00 noon 
and Greg Donovan at 5:00 pm with up-to-the-minute news. These two features are an 
integral part of WMAQ's program schedule which is the finest in the world. 

WMAQ—morning, noon and night—reaches the people who listen and buy. Infor- 


mation concerning time availabilities furnished upon request. 


The Chicago station 
most people listen to most 
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Oklahoma's No. | Market. 


POPULATION-93% 


This includes the bonus counties in Missouri, Kansas, and Arkansas, 
making the KVOO market the best buy in OKLAHOMA — truly 


*U. S. Census. 


as great as 
Entire State of 
OKLAHOMA 
in 
KVOO's Daytime 
Half-Millivolt Area 


Call Joins Fairchild 


Lt. Comdr. Charles W. Call, re- 
cently with the Navy, and for- 
merly a member of the editorial 
staff of Women’s Wear Daily, has 
joined Fairchild Publishing Com- 
pany, New York, as manager of 
the directory department, replac- 
ing L. E. Williams, who continues 
as advertising director of Retail- 
ing Home Furnishings. 


Two Name Finneran 

Advertising of Delpark, Inc., 
Newark, manufacturer of men’s 
pajamas and underwear, and Hal- 
liwell, Inc., New York manufac- 
turer of beauty supply equipment 
and toiletries, has been placed 
with John A. Finneran, Inc., New 
York. Business papers will be 
used, 


Columbia to Bart 


Columbia Walescraft Company, 
New York, manufacturer of 
leather goods, has appointed 
Stuart Bart Advertising, New 
York, to handle the account. 
Newspapers, consumer magazines, 
radio, business papers, direct mail 
and point-of-sale advertising will 
be used. 
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Advertising Age, September | 


Telecoin Plans 
to Expand Use of 
Vending Machines 


New York, Aug. 29. — New 
angles to coin-machine merchan- 
dising are being investigated by 
Telecoin Corporation, now busily 
at work on plans to distribute 
two machines in addition to the 
Bendix automatic home laundries 
it operates. 

Telecoin now has a fruit juice 
machine which, operating on the 
familiar cigaret-vending principle, 
will hold about half a dozen cans 
of fruit juices, and will be sold 
complete with can-opener attach- 
ment. Another machine in the 
works is an electronically - oper- 
ated milk vending machine, first 
such invention to be approved by 
the New York Board of Health. 


Formed by Distributors 
Telecoin, which was formed in 
1939 by two Bendix automatic 
washing machine distributors, 
Eugene R. Farny and Arthur W. 


WESTINGHOUSE 


This newly annoug 
ship. The kind of 
ices to the public. 
the birth of broad 
The use of airborn 
vision to Televisio 
could be made ava 
less delay.. on a cq 


Planned and 


MEMPHIS 


STRATOVISION 


ced system of sight and sound transmission exemplifies Westinghouse leader- 
leadership that transforms research and planning into new and valuable serv- 
The same sort of leadership practiced by the Westinghouse Stations since 
casting twenty-five years ago. 


14 Airborne Transmitter Stations 
link east and west coasts; at same 
time blanket 78% of population with 
4 Television and 5 FM programs. 


P transmitters operating at six-mile altitudes would particularly adapt Strato- 
h and Frequency Modulation broadcasting. It would mean these new services 
ilable to most of our nation’s families, in contrast to other systems, with much 
ast-to-coast, simultaneous basis. 


under development by Westinghouse, in co-operation with the Glenn L. Martin 


Company, Stratovigion would accelerate the development of Television and FM, and bring many 
attendant benefits |to industry and a fuller service to the people. With this announcement, 
Westinghouse auspiciously ushers in its second quarter-century of broadcast leadership. 


Your advertising plans, now geared to new world-conditions, should include the services of 
Westinghouse stan#lard broadcast stations, in six strategic and important markets. 


Contact our repregentatives, listed below, for prompt attention to your needs. 


REPRESENTED NATIONALLY BY 
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WBZ °* 


NBC SPOT SALES—EXCEPT KEX 


WBZA * 


wowo - 


KEX « 


WESTINGHOUSE RADIO STATIONS Inc 


KYW * KDKA 


* KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


1945 


Percival, is now setting up “aup. 
derette stores, the first of whig 
was established in Metro’ olita, 
Life Insurance Company’s Pay,. 
chester development in the 3rop, 
last November. Six add ‘iong) 
stores have been franchised y th, 
past nine months—four {1 th, 
metropolitan area, and one eac) 
in South Bend, Ind., and Both. 
hem, Pa.—and the company hope 
that in three years about 4,y 
more will be franchised 
parts of the country. 

The company, which purchase; 
the machines from Bendix Hom 
Appliances, Inc., South Bend, {p 
$150 apiece, receives royalties ¢ 
$2 monthly for each machine 
Each store is operated on a pat. 
tern established by Telecoj, 
which calls for use of 20 ma. 
chines. Telecoin has an exclusive 
contract with Bendix to distribu 
coin-operated Bendix home |aup. 
dries. 


1 all 


Used by Apartment Houses 


The whole idea grew out of the 
Farny-Percival plan to buy the 
machines from Bendix,  attac 
coin meters, and sell the whole 
thing on a servicing and royalty 
basis. At first, machines were 
sold to owners of apartment 
houses. For its services the com- 
pany collected 90% of the coin 
intake, with the balance going 
the landlord. New washers went 
off the market in April, 1942, and 
Telecoin had to fall back o 
rentals only. In 1943 the busi- 
ness was incorporated and shortly 
afterward, when several closed 
Coast Guard training camps re- 
turned a number of Bendix wash- 
ing machines to Telecoin, the 
Launderette store was  inaugu- 
rated. 

The housewife is entitled, for 
25 cents, to deposit up to 10 
pounds of clothing in the ma- 
chine. In half an hour the laun- 
dry is done. Chairs and _ tables 
are provided for patrons who 
wish to wait. 

Telecoin has on hand thousands 
of applications for franchises, re- 
ports Mr. Percival, who empha- 
sizes that the whole merchandis- 
ing plan is still in the experi- 
mental stage. 


Berg Joins Loft - 


Sidney H. Berg, manager of the 
new business department of Lit 
Bros., Philadelphia, has resigned 
to join Loft Candy Corporatio! 
Long Island City, as an executive 
With Lit Bros. for 12 years, M 
Berg was successively merchan- 
dise control manager, buyer 0 
major appliances and assistant t 
the executive vice-president. 


Dental Paper Appoints 


Dental Students Magazine, Chi- 
cago, has appointed May & Wood- 
house, Chicago publishers’ repre- 
sentative, for the midwestern 
territory. 
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~ HE Merchandising strategy of national advertisers is being reshaped FORTHWITH 
oing t | to CIVILIAN CONSUMPTION under RECONVERSION, and AFTER. 
"S Went 


42, and From HERE on the tempo of COMPETITION will be gruelling,—the OBJECTIVES of 
og hs | advertising REALISTIC. 


2 busi- 
as Successful merchandising should AVOID “trial and error” in the planning of vital ad- 
IPS Te. vertising COVERAGE. 

Wash- 


mt The most ACCESSIBLE and DIRECT route back to NORMAL volume-sales of CIVILIAN 
iit goods is through the MASSED buying power of the Metropolitan Markets. 


d for 
"he 10 The Metropolitan CHICAGO market has been DISTINGUISHED for its War Production 


e ma record;—it will be NOTABLE for orderly and stable progress back to normal pursuits and 


Pec normal CONSUMPTION. It is a prime objective in most post war SALES plans. 


-} yho ° . ee . 
. HERE, Mr. Advertising Buyer, is THE medium for CHICAGO advertising you can use with 

usands CONFIDENCE that it MEETS the gruelling tempo of reconversion; 

@s, re- 

etre —here, in Chicago is CAR advertising “circulation” you can SEE,—can talk to! ad 

-xperi- HERE, is advertising that takes your message right to the HEART of the Chicago Market, e a 
and keeps it there,—with no false starts and no lost motion! 7 
For the PEOPLE are the MARKET of greater Chicago. EVERYWHERE you look about ‘i r 

be Se you, THERE are the people. And 85% of these people ride on the Street Cars and the Motor a 

signed Coach Buses, the Elevated, and Chicago’s Suburban trains. 

ratio! 

~~ The sheer massed power of this over 5,000,000 daily Chicago circulation repeated every day, 

rchan cannot be ignored when a merchandising job REQUIRES comprehensive Chicago coverage. el 

tol. Transportation Advertising sits in the councils of distinguished advertisers when decisions j 

- are made that determine important campaigns in the Chicago market. Z 

ts Top Food accounts—top Drug accounts—top Beverage accounts —top Cosmetics accounts — : 

, Chi- top Apparel accounts—these and market LEADERS in many other consumer groups con- 

ad sider Transportation display as essential to ADEQUATE advertising in Greater Chicago. 

estern 


THEY have used this FORTHRIGHT medium with CONFIDENCE, under the trying 
conditions of the past. 


They are using it effectively NOW. 


They will CONTINUE to use it during Reconversion and AFTER, with confidence born 
of PROOF that its SALES influence is POTENT. 


CHICAGO CAR ADVERTISING CO. 


S 
/ EN CHICAGO 1, ILL., 333 N. MICHIGAN AVE. ¢ NEW YORK 18, N. Y., 500 FIFTH AVE. 


Exclusively Representing All Transportation Advertising Throughout Metropolitan Chicago 


SURFACE LINES « RAPID TRANSIT (L & SUBWAY) »« MOTOR COACH BUSES « SUBURBAN TRAINS 
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--about the many Resources 
inthe Jortmdh area... 


COAL—golly, tons of it! Making possible bigger 
and better payrolls for Dillys in 8 of our 14 
Counties ...an unlimited supply of cheap, clean 
NATURAL GAS for industry—yep, and an 
abundance of water, too! 

PEACHES, APPLES, BERRIES and VEGE- 
TABLES provide enough foodstuff to support 
over 100 canneries located in the Fort Smith 
area. LIVESTOCK and DAIRYING along with 
the POULTRY and EGG business are also con- 
tributing to the wealth of us Dillys and the 


nation! 


F 
Southwest American 
Sout west Cimes 


But- WHAT DO YoU 


HAVE TO OFFER US? 
BAL Dy 


P. S.—You can reach us 
through the Fort Smith 
Papers. 


Names McDonald, Adds 


Two to Magazine Staff 


Radio Market Guide and Radio 
Advertising Review will be rep- 
resented on the West Coast by 
Roy M. McDonald & Co., with 
offices in San Francisco, Los An- 
geles and Seattle, according to 
Clair Heyer, editor and publisher 
of the new radio magazines. Tom 
Farrell, formerly with First United 
Broadcasters, and Jerry Posey, 
formerly with Broadcasting, have 
joined the staff in Chicago. 


New Machinery Paper 


Ernest J. Abernathy Publishing 
Company, Atlanta, Ga., has an- 
nounced publication of Southern 
Machinery & Metals, first issue 
of which will appear Oct. 10. 
Minimum circulation will be 3,000 
copies per month and the single 
page insertion rate for advertis- 
ing will be $115. 


Lovitt Named 


Sydney S. Lovitt Company, Chi- 
cago, has been named as agency 
for Carsello Chemical Products 
Company, Chicago, maker of 
chemical preservatives for floors. 


CY var 


White Joins Needham 


Kenneth White, Chicago com- 
mercial artist, has joined Need- 
ham, Louis & Brorby, Inc., Chi- 
cago, as an art director. He was 
previously an art director with 
Foote, Cone & Belding and Lord 
& Thomas for nine years. 


Milkmaid to Newell 


Milkmaid, Inc., New York, 
maker of milk-content cosmetics, 
has appointed Newell-Emmett 
Company, New York, to handle 


its account. Newspapers’ and 

magazines will be used. 

Householder Named 
George W. Householder has 


been appointed eastern manager 
of Davidson Publishing Company, 
Chicago, publisher of Paper Sales, 
The Paper Year Book and Printed 
Selling. 


Soroka Returns 


Charles M. Soroka has rejoined 
National Advertising Service, 
New York, as general manager 
after three years’ service with 
the Navy. 
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“and imagine! Only 48 hours to Chungking.” 
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Planning to sell airplanes to jailbirds? 


One trouble with the jailbird market is that 
the boys can’t get outdoors to buy. 

And you have to go outdoors to buy practi- 
cally everything. That’s why it’s smart to go 
outdoors when you want to sell. 

Outdoor advertising meets your market on 
the move and in the mood to buy. In Boston 
and New England, 8 out of 10 people see and 
read your message, if you advertise “The 
Donnelly Way.” Your boards are concentrated 
where more than 90°; of retail sales are made. 


The circulation is audited by TAB. 


So to increase your postwar business, 


meet the people who 


count — outdoors. 


John Donnelly & Sons, Boston 19, Mass. 
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Pullman Purchase 


Philadelphia, Aug. 28 —7; 
Robert Young-Allen P. xj,)J 
group which, through Otis & ¢, 
Cleveland investment fir 
offered to pay $75,000,000 
sleeping car service of I 
Inc., has revealed it will 
a nationwide network of 
agencies and will advertise ,, 
tionally to increase rail pa:s 
transportation if the proposed 
chase goes through. 

The Young-Kirby group 
ages the Allegheny Syste 
railroads, comprising the 
peake & Ohio, Nickel Plate ay 
Pere Marquette lines. 

Otis & Co. yesterday (filed , 
petition in federal district coy 
here for permission to buy th 
Pullman Company services ay; 
facilities. The offer places a valy 
of $5,000,000 on the Pullman si 
and laundry; $15,000,000 for wor 
ing capital and supplies; $2). 
000,000 for obsolete cars, ap; 
$35,000,000 for new lightweigh; 
Pullmans. 

The federal court last Marc 
ordered Pullman, Inc., to se 
either its car manufacturing bus. 
ness or its car service. Pullma 
officials later disclosed that fe 
railroads had shown any interes 
in buying the cars after the fim 
announced its intention of r. 
taining the manufacturing bus. 
ness. 

Thurman Arnold, former hea 
of the Justice anti-trust division 
and who resigned recently as ; 
circuit court federal judge, acte 
for Otis & Co. yesterday in filing 
the petition. He said that th 
Otis plan is an opportunity 1 
make the court’s decree workable 
“and to give luxury travel to the 
low income group.” 

William R. Daly, Otis president 
revealed that the group plans t 
“use the automobile manufac- 
turers’ imagination and new style” 
and will replace cars every six or 
seven years. He indicated that 
the proposal will result in $500- 
000,000 in orders for new sleep- 
ing and observation car facilities 
to replace the outworn Pullma 
fleet of about 6,250 heavyweight 
cars, 


Larson to Darling 


Russell Larson, recently dis 
charged from Army service, 4! 
formerly head of the window di 
play department of Sears, Roe- 
buck & Co., has joined the de 
signing staff of L. A. Darlin 
Company, Bronson, Mich. 


Joins ‘Outdoors’ 

Albert Dixon Simmons, outdoe! 
photographer, has joined the staf 
of Outdoors, Chicago. 
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POWER FOR GOOD 


WirREvER radio can help to solve the myriad problems of peace, the 


zeal and skills of CBS are pledged to the task. 


Before the outbreak of this war, radio meant to many just a quick and 


convenient means of ephemeral expression. 


Radio emerges into peace accepted round the world as a penetrating and 


durable medium by which men’s minds and hearts communicate. 
It has proven its almost ‘atomic’ power — for good. 
Such power for good creates an unconditional responsibility. 


Long before war broke out in Europe —back before Munich and Prague 


and Godesberg—CBS accepted this responsibility, lived with it, practised it. 


In the sobering tasks of peace, as well as in its happier moods and opportu- 


nities, we shall continue to accept this responsibility, live with it, practise it. 


THE COLUMBIA BROADCASTING SYSTEM 
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Surplus Warns Congress 
of Need for Simplification 
Washington, Aug. 30.—After two 
weeks of almost fantastic surplus 
property declarations since fight- 
ing stopped, Surplus Property 
Chairman W. Stuart Symington 
has done just what most observers 
expected he would have to do— 
gone up to Congress with a warn- 


By STANLEY E. COHEN, Washington Editor. 


ing that surplus property will clog 
the reconversion machinery unless 
social and economic objectives of | 
the disposal law are scrapped. 

In an urgent letter to the House | 
this week, Mr. Symington pointed | 
out that the War Department is | 
dumping over $100,000,000 worth | 
of surpluses a day on the Depart- 
ment of Commerce alone for dis- 
posal, and that unless some of the | 
idealistic impediments in the sur- | 
plus act are removed, it is just go- | 
ing to be impossible to handle the 
merchandise in a manner which 
will encourage immediate employ- 
ment opportunities. 

The first week after Japan 
yielded, War Department alone re- 
ported half a billion in surpluses, 
ranging from $150,000,000 worth 
of machine tools, to 50,000 trucks, 
5,200 raincoats, and 766 radio) 
transmitters. War Department re- | 
leased 252 government - owned | 
plants, bring the RFC inventory of | 
plants for sale to more than 500. | 

Even with two years of plan-| 
ning, disposal agencies were not in | 
shape to carry this load, particu- | 
larly in the face of the cumber- | 
some routine of priority and “pre- 
ferred’”’ buyers listed by Congress. | 
Mr. Symington is demanding a| 
free hand to sell while the market 
is ripe. 


| 
| 
| 
| 
* 8 38 
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Project: Maxwell Conklin, chief | 
of the industry division at Census | 
Bureau, is asking advice on ex-| 
pansion of the ‘‘Facts for Indus- | 
try” series, which is to provide | 
current production and marketing | 
data for all branches of industry. | 
Originated to get out some of the| 
statistics accumulated by WPB, it| 
has been combined with prewar | 
Census reports to provide data on | 


Where 
Dollars 


are the 
“Thickest” 


In Buffalo you can 

reach the heaviest 

purchasing power 

best through the 
Courier-Express 


That's why 
Department Store A 


placed 57.9% 


of its 1944 space, 
Store B, 58% and 
Store C, 53.3% 

in the 


elie Sy 


BUFFALO'S ONLY 
MORNING & SUNDAY NEWSPAPER 


nearly 150 fields, such as textiles, 
pulp and paper, basic metals, lum- 
ber and transportation, with as 
many as 75% of interested indus- 


try members applying for a spot | 


on the mailing list. New series 
under study include consumer dur- 
ables and construction, but Mr. 
Conklin could use some assistance 
in planning well-rounded reports 
which will highlight markets for 
materials and products. 


* * * 


Protector: It’s amazing what FTC 
ean achieve by enforcing fair 
trade practice laws. For instance, 
it beat Congress to the punch and 
outlawed use of “Red Cross” in 
trade names, and it even set up 


grades for tuna fish labels. Now 
it is out to put teeth into the copy- 
right law, issuing complaints 
against “‘Who’s Who Among Stu- 
dents of America” and “Who’s 
Who in Poetry in America,” and 
the “Who’s Who Publishing Com- 
pany” for being in a position to 
deceive the public into believing 
that they are related to the A. N. 
Marquis Company, Chicago, pub- 
lisher of the well-known ‘“Who’s 
Who in America.” A similar copy- 
right action, predicated on the fair 


trade practice laws, has beg, 
started by FTC against th: pyp. 
lisher of a book called “\e 4, 
People,” on the grounds th it th. 
title constitutes a false repr’ sents. 
tion that the volume is a p ody 
or, or sponsored by, the stap. 
lished radio program of the samp 
name. 


Drops Saturday Classified 

The Omaha World-Herald hp; 
dropped classified adve) tisjp, 
from its Saturday edition: jp. 


cause of the newsprint shortige 


In 19 


*« 


2, H. H. Windsor, Sr. created a 


— 


new type of 


publication when he founded Popular Mechanics —a magazine 


for curious, interested thinkers and doers. Today, on the same 


basic formula H. H. Windsor, Jr 


which is bought each month by 


publishes Popular Mechanics 


ver 700,000 people and has 


more than 1,500,000 readers—readers with open P M minds. 
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Go ald Joins New Station 


tester L. Gould, recently com- 
me cial manager of WFTC, Kins- 
m-N. C., has been appointed 
ger of WJNC, Mutual affil- 
which will be erected at an 
date in Jacksonville, N. oF 


tol 


ma 
eal 


Appoints Griffes & Co. 


aves-Edgemon Company, 
Cin nnati, newly formed _com- 
nal manufacturing and distrib- 
uti . DDT and other insecticides, 
nas appointed Griffes & Co., Cin- 
cinnati, to handle its account. 


eTTISiNng AGe, SePLteMmOET ov, I4 


Chicago, and William Walbaum, 


Abeloff to WLEE McLean Joins NBC Press former producer-writer for 


i loff has resigned as Jim McLean, special public re-|WHAS, Louisville, Ky., have 
aii petra of WRVA., Rich- | lations representative of General | formed Criterion Radio Features, 
mond. Va., to become general | Electric Company, New York, for| with offices at 360 N. Michigan 
manager of WLEE, new Richmond | the past two years, has been ap-| Ave., Chicago. The company will 
station. Sam Carey, production | pointed magazine editor of the|produce and_ sell radio package 
manager of WRVA, will succeed|NBC press department. He was | shows, both live and transcribed. 
Mr. Abeloff. formerly editor with the FCC and|_ —_——_—— 

ine previously associate article editor Richard Hudnut Promotes 

Detecto Elects V.P. ‘of This Week Magazine. D. H. Sterling, assistent sales 

Richard E. Marx, national sales —_—_—_—_—— manager of Hudnut Sales Com- 

the bathroom, in- . : . 'pany, New York, has been pro- 

et ee scales division Form Criterion Radio moted to sales manager, and _ Jes- 
of Detecto Scales, Brooklyn, has Robert R. Hansen, 


formerly | sica Canne has been named sales 
been appointed a vice-president. |sales promotion manager of WGN, | promotion manager. 


_ 


Advertising’s job is to reach and influence minds. If a sales message doesn't dent the prospect's 


mind, it doesn’t matter how big his purse, home or garage Is or how far he got in school. 


Space buying is the art of getting ads where they are most likely to set minds to thinking . . . people to acting. 


That happens when you “REACH THE P M MIND”... the inquisitive, exploring, enthusiastic mind of 


Popular Mechanics’ readers. These men are always active, always alert to new ideas, always doing something 


about them. That’s why Popular Mechanics gets quick, measurable, lasting results. Put it on your schedule now. 


Re) 


Added Sales Seen 
for General Mills 


Wilmington, Del., Aug. 28.— 
General Mills, Inc., plans to ex- 
pand in all its departments, and its 
research staff is engaged in a num- 
ber of projects which should im- 
prove present operations and add 
new food specialties and other 
items to its list of products, Harry 
Bullis, president, informed stock- 
holders at their annual meeting 
here last week. 

He pointed out that, with the 
end of the war, General Mills will 
soon begin production of its line 
of household appliances. Most of 
these will be of the kind used in 
conjunction with cooking and food 
consumption. 

Long-term prospects for grocery 
product sales appear good, Mr. 
Bullis said, pointing out that with 
the return of millions of service- 
men to the nation and a trend 
toward greater use of specialties 
such as General Mills is develop- 
ing, there should be little difficulty 
in increasing company sales. 


WOWO V-] Extra 


Replaces Newspapers 

When V-J Day found Ft. 
Wayne, Ind., without newspapers 
because of labor _ difficulties, 
WOWO, Westinghouse station in 
Ft. Wayne, distributed 35,000 


copies of a special public service 
news sheet containing President 
Truman’s statement of victory, 
other important headlines of the 
day, a statement by Mayor Harry 
W. Baals, and a listing of WOwo 
programs of special interest. 
The sheet was distributed by 
newsboys and dropped from an 
airplane and hundreds of addi- 
tional copies were requested. 


« 
i 
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RADIO STATION WOW, INC. 
JOHN J. GILLIN, JR., PRESIDENT 
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Fans, Industry 
See New Recorder 


as Mutual Boon 


Beverly Hills, Cal., Aug. 28.— 
What jitterbugs will probably hail 
as the No. 1 scientific achieve- 
ment of the century, and what the 


recording industry sees as the 
answer to many transcription 
problems, is the new recording 


process announced here today by 
the Lincoln Recorder Laboratory. 

The new process, a method of 
recording by embossing on slow- 
playing discs, was perfected by 
Dr. Ulrich di Ghilini. It combines 
all the features of other record- 
ing machines, its producers say, 
with several improvements and 


mete 


innovations. The new machine 
can record two-way telephone 
conversations without a micro- 


phone; record a full year’s tele- 
phone transactions or a complete 
court session on a single disc, 
and through the use of a special 
timing device, record several 
hours’ radio programs even when 
the home operator is out of the 
house. 

The machine is said to have 
attracted the attention of Naval 
and maritime officials because of 
its ability to record and play back 
aboard a ship in the heaviest 
weather. 

To the man on the street it 
means entire symphonies played 
without interruption of turning 
or changing platters; to his jitter- 
bugging children it means danc- 
ing all evening; to music lovers 


in general it means the replace- 
ment of bulky albums and collec- 
tions with a few envelopes of 
slowplaying discs. 

Models of the new recorder now 
ready for production will range 
in price from $30 to $225, the lat- 
ter a machine intended for semi- 
professional use with 16” diam- 
eter discs for recording and play- 
back at linear speed and with the 
ability to play back all standard 
discs as well. 


Jefferson Promoted 


Beverly F. Jefferson, until re- 
cently assistant manager of sales, 
central division, of American Can 
Company in Chicago, has been 
appointed assistant to the vice- 
president in charge of sales with 
headquarters in the general offices 
in New York. 


WET Names Crutchfield 


Acting Gen’] Manager 


Charles H. Crutchfield, with 
WBT, Charlotte, N. C., since 1933 
as announcer and program direc- 
tor, has been named acting gen- 
eral manager of the station. A. D. 
Willard Jr., leaves that post to 
become executive vice-president 
of the National Association of 
Broadcasters. 

Sale of WBT by CBS to Jeffer- 
son Standard Life Insurance Com- 
pany, Greensboro, N. C., for $1,- 
606,000 is expected to receive 
FCC action this fall. 


To Lynn-Fieldhouse 


Howard Persons has been named 
manager of the New York office 
of Lynn-Fieldhouse Advertising 
Agency, now located at 545 Fifth 
Ave. 


LENGTHS AHEAD IN THE HOME STRETCH 


That's the News-Post — the paper that goes 
home with more Baltimoreans than any other j 


evening paper in town. It’s been the leader 


for more than 18 years because it has what 
it takes to make readers and hold them. To 


sell Baltimore, tell Baltimore in the News-Post 
— your best bet in the sixth largest city in 


the country. 


Baltimore News-Post 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE : || 


Advertising Age, septemover so 1G 


5) 


You “an' 


i“ —_ 


it . 
em 


{| 
6 That Dine! 


Foreign trade contributes 10 cents out of ever) dollar 
in our national income... why this VITAL 10 !:R cp 
is our margin of prosperity over depression: P 


jt 


“ » United States Lines 
‘The Steamship Orgenization which bas carried the American Flog oe the Marth Avie se gm 


VITAL TEN PER CENT—United States 
Lines, New York, continues a year. 
old institutional campaign with this new 
copy theme which makes use of a dime 
to illustrate the importance of the 10%, 
of America’s normal national income 
which is derived from peacetime for. 
eign trade. J. Walter Thompson Con. 
pany has the account. 


NRDGA Store Manual 
Discusses Vet Plans 


In a 55-page manual, “Your 
Store and the Returning Veteran,” 
the National Retail Dry Goods 
Association stresses the impor- 
tance of an over-all program for 
veteran employment. 

Among subjects covered in the 
book are veterans’ rights and gov- 
ernment benefits, organized store 


employment program, and_ job 
analysis and evaluation. 
Directs Russian Trade 


Adolph G, Hochbaum, formerly 
engineer at the metallurgical 
works at Tzaritzyn on the Volga 
and Krasnyj Octabr Works of 
Stalingrad, successively, has 
joined the Baldwin Locomotive 
Works, Philadelphia, as managing 
director for exports to Russia and 
general sales representative for 
central and eastern Europe. 


Gessner Joins Evans 

Thomas F. Gessner, for 18 years 
advertising manager of the De- 
troit Edison Company, has joined 
Evans Products Company, De- 
troit, as assistant to the vice- 
president in charge of public rela- 
tions. 


You'll 


hand it to us for 


SERVICE! 


Phone WABash 3 4 
418 S. Market St, Chicag / 
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FORBES 


MAGAZINE 


Neves months of preparation, FORBES 
brings you a graphic ‘Post-War Job 
Chart.”’ Personnel managers and others 
concerned with re-employing service- 
men will find it of great assistance 
for the big task of fitting servicemen 
into their proper niches in civilian life. 


Prepared by Science Research 
Associates, the chart lists 40 Army 
classifications, from aerial gunner to 
traffic analyst, and 32 Navy classifi- 
cations, from aerographer’s mate to 
yeoman with their counterparts in 68 
civilian occupations, from accountant 
to X-ray technician. 


Reference books are also listed 


answering such questions as: What is 
the average wage level in the occupation 
for which I am fitted? What possibilities 
are there for promotion? Are jobs re- 
Are they 


seasonal? Is the work congenial? 


This helpful ‘Post-War Job Chart” 
appears in September 1 FORBES. 
Should you wish reprints for your 
employees in service, simply write to 
Frank H. Burns, Advertising Director. 


HORDE \ The Magazine of Sound 
Business Interpretation 
120 Fifth Avenue, New York Il, N. Y. 


Detroit . 


stricted to certain localities? 


San Francisco 


Chicago > 
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series of recollections. 


BY H. C. 


Occasionally there is a wholly 
unexpected result from.an adver- 
tisement. I recollect one- in con- 
nection with a Sterling truck ad- 
vertisement. Quite a few truck 
manufacturers had sprung up, 
made a great 
to-do fora 
while and then 
folded up, leav- 
ing dealers 
wondering 
what to do 
with no prod- 
uct to sell and 
leaving owners 
with orphaned 
trucks on their 
hands, 

Here and 
there in the in- 
dustry adequate financing and 
capable management had begun 
to show up when it fell to me to 
write copy on a truck with such 
stable backing. 


No More Grub-Staking 


My headline was, “The Days of 
the Forty-niner Are Over in the 
Truck Industry.” You already 
probably have developed my copy 
story. The truck was filling an 
economic need. Its manufacture 
need no longer be an adventure 
for a grub-staked prospector but 
a sound business undertaking. 

Such was the opinion of the 
men in the Sterling Truck Com- 
pany. Consequently the company 
had been making trucks for some 
years and had built up a dealer 
organization that did not worry 
about what it might have to turn 
to next. 


H. C. Briney 


Recollections... 1X 


Recently retired after 34 years in advertising, mostly 
in agency work, Mr. Briney recalls some interesting oc- 
currences and outlines his advertising philosophy in this 


Prospective buyers of! 


BRINEY 


trucks could consider Sterling 
trucks without worrying about 
service on them or what would be 
their resale or trade-in value if 
the manufacturer went out of 
business. 


Makes a Sale! 


The unexpected result was a 
call on the company by a man 
representing a group of men with 
money to invest in a sound busi- 
ness of promise and after investi- 
gation of the Sterling Truck Com- 
pany they bought it. 

The manager at the time was 
more than willing to take life 
easier and some months after the 
sale he told me he had had that 
Forty-niner advertisement framed. 
Maybe he was using the term 
only because of the unexpected 
result from the advértisement. 


Casual Remark Sticks 


Unexpected, too, are some ef- 
fects of more or less casual re- 
marks. I made such a remark 
to a young man named: Ted Hud- 
son (now with Ted Bates, Inc.) 
who was switching from one 
agency to another. He was a good 
all-round man and was concerned 
over the fact that in his new posi- 
tion he was to work, exclusively, 
at the start at least, on one prod- 
uct—a food product. 

He wondered whether or not 
he should put all his eggs in one 
basket and also just how great his 
success in watching that one bas- 
ket might be. 

“Oh, you'll get along all right,” 
I said confidently. “All you have 
to do is to get your product on 


in Lawrence! 


$50,686,000 
RETAIL 
SALES 


(Sales Management Survey of Buying 
Power, May, 1945) 
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Another Purchase 


A value spied . . . another sale made this afternoon or 
tomorrow morning. Families in 95 out of 100 homes in 
Lawrence shop this same way —through the ads of the 


LAWRENCE MARKET 
Effective Buying Income $89,734,000 


Buying Income Per Family $3,884 
ABC City Zone Population 124,849 


The EAGLE- TRIBUNE | 


LAWRENCE. MASSACHUSETTS | 
ITAL OF WORSTED TEXTILE INDUSTRY IN AMERICA) 
WARD - CRIFEF I: Te CO =—- NATIONAL REPRESENTATIVES 


| the customer’s side of the counter | 
|so that she won’t have to reach | 


| 
| 


over someone else’s for yours. 


| She might not do that.” 


Discusses Layouts 


Would you believe that that re- 
mark of mine could be credited 
by him, after he had gained na- 
tional reputation in food lines, 
with having been a big factor in 
his success? “Never,” he said, 
“do I tackle a new problem in the 
food industry that I don’t think 
of your remark about making my 
product easiest to reach.” 

I’ve been told there always is 
a connection between a thought 
and the preceding one but I can- 
not always find that link. I can- 
not right now because my present 
Recollection is about layouts and 
what have layouts to do with 
groceries? 


Layouts Fit Copy 


The recollection is that a num- 
ber of times copywriters re- 
marked that I seemed to get bet- 
ter layouts from artists than they 
could. They wanted to know 
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whether I had any explanation. I 
did have and it was this. I never 
asked an artist to make a layout 
for me but for my copy. About 


as far as I went in expressing lay-' 
that I felt I had, by that 


out preferences was that I liked 
an interesting skyline and a bal- 
ance not achieved by mechanical 
symmetry. 

These Recollections seem to be 
pretty evenly divided between my 
years with George Batten Com- 
pany and those with Ferry-Hanly 
Company. They should be be- 
cause I was with each about the 
same length of time and every 
year was full of interesting work 
and experiences. 


Stayed in Chicago 


Why, someone may wonder, did 
I make a change especially as I 
have written in these Recollec- 
tions that I did not let the differ- 
ence between New York and Chi- 
cago stand between me and 
George Batten Company when 
Mr. Batten said it was Chicago 
or else. 

Well, possibly I got attached to 
Chicago between the time Mr. 


Batten sent me out and M: 
called me back. And Ney yp, 
in the twenties wasn’t wh 
York had been in the teer ! 
way. But the real reason y,. 


bigger investment in adv» rtigjp, 
in Chicago than I had in 
Batten Company in New ~ 

I knew middle western 
tisers, publishers’ represer 


artists, printers and others  eryjp, 
advertisers and agencies y {, 


territory and so decided to 
Chicago. 


Joins Ferry-Hanly 
I told an old time friend o! 


Mine 
of this decision. He happeneg ; 
be an old time friend of Mr. Hap. 


ly’s too. So the news r 


ache; 


Hanly that I was staying in (hj. 
cago and news reached me tha 


Hanly would like for me to joj 
Ferry-Hanly’s Chicago office. 
Years before this, Mr. Batte, 
had spoken highly of those ty 
men, Ferry and Hanly, 


out in 
Kansas City, so I felt that I cou 
work in accord with the Ferry. 
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rtising Age, 
organization. And I did 
velve years. 


Gets a Magazine Call 


t very pleasant period was 
sterrupted by a telephone call 
‘on Willis S. Brown of Popular 
yecianics Magazine whom I had 
sotten to know because before 
coine to the magazine he had been 
bcso. ated in business with George 
eck and Chester Davis and I was 
writing advertising for the com- 
any because I had written copy 
for ine Al Smith “Equality for 
Agriculture” campaign in which 
meek and Davis were leaders. 
After Brown’s telephone call 
hat ne would like for me to call 
yn him, I hurried to bring myself 
»; up to date as possible on Pop- 
lar Mechanics so that I would 
know at least a bit about the sub- 
sect when we met. 


A New Job Emerges 


To my surprise he talked to me 
about a job with Popular Me- 
chanics and to my surprise I took 
one, leaving agency work after 
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being with two fine organizations 
24 years to a day. 

At Popular Mechanics I had but 
one client to serve but in serving 
that one I had to study the sales 
and advertising of many manu- 
facturers and prepare presenta- 
tions showing how, if it did, Pop- 
ular Mechanics fitted into the pic- 
ture. 

Also there were reader studies 
to be made so that presentations 
could be factual and indisputable. 
One way in which these reader 
studies and presentations, other 
than helping get more general ad- 
vertising, left some imprint was 
that they unified the sales argu- 
ments of representatives in all 
offices. There was one story to 
tell and all representatives told it. 


Does Collection Job 


So that men known to be in 
sales would not anger any slow 
pay advertiser by dunning him, 
collections were turned over to 
me during the course of my stay. 
I collected by letter and one slow 
pay advertiser asked one of our 
representatives, “Who is Briney 


in your Chicago office? 
write the dirtiest letters without 
making one mad. He’s got me to 
discounting my bills, even.” 

Well I didn’t get all of them to 
discounting but before I left I was 
told that not one line of advertis- 
ing for 1943 remained to be paid 
for. 

Maybe collecting is not adver- 
tising but collecting every cent is 
a perfect job and a fitting point 
at which to stop and, then, to try 
to see what advertising has done 
for you and what you have done 
for it in 34 years. That estimate 
will follow. 


Howard Davis 


Leaves ‘Herald Tribune’ 


Howard Davis, executive vice- 
president of New York Tribune, 
Inc., and business manager of the 
New York Herald Tribune, will 
retire on Sept. 1 after 27 years 
with that newspaper. 

William FE. Robinson, a _ vice- 
president and member of the 
board of New York Tribune, Inc., 
succeeds Mr. Davis. 


He can| Bach Named Weco V.P. 


_D. P. Bach has been elected a 
vice-president of Weco Products 
Company, Chicago, to direct post- 
war expansion, supervise sales in 
the New York area, and serve as 
a member of the company’s 
newly-formed merchandising and 
sales committee. Other vice-presi- 
dents named are: B. S. Abrams 
and A. C. Kane, in charge of mer- 
chandising policy in the East and 
Middle West, respectively; F. F. 
Bell, sales manager and chair- 
man of the sales committee; B. B. 
Evans, with the Chicago staff and 
member of the merchandising and 
sales committee, and A. J. Johns- 
ton, as chairman of the merchan- 
dising committee who will con- 
tinue in his former position as 
vice-president of the company’s 
Canadian subsidiary. 


Isaacson Adds Three 


Robert Isaacson Associates, 
New York, has been retained as 
advertising and public relations 
counsel for Mangel’s department 
stores, Electric Cord Company 
and Brite Star cosmetic line, 
product of Brite Star Infants 
Wear Company. 


° 


Paul Bunyan, Jr. 


District Sales Offices 


The legendary figure of old Paul Bunyan is dwarfed by 


the living, breathing youngsters who see the vital need 


for continuing to drag in wastepaper. It’s these boys 


and girls who maintain interest at high pitch, pull old 


paper out of cellars and attics, and provide material 


for countless uses for which paper is scarce, even since 


the war is ended. We urge every advertiser, printer, 


publisher and radio station to turn on still more steam 


to help these kids gather in the countless tons of waste- 


paper so badly needed for essential peacetime uses. 


CANTON, N. C.. 
BOSTON - 


me eee Se AND FIBRE COMPANY... HAMILTON, OHIO 


Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, 
bonds, envelope papers, tablet writing and papeteries . . . 2,000,000 pounds a day 
MILLS AT HAMILTON, OHIO... 
NEW YORK + CHICAGO + PHILADELPHIA + CLEVELAND - 


. HOUSTON, TEXAS 
ST. LOUIS - 


CINCINNATI + ATLANTA 
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Sales Execs Ready 
Plan to Broadcast 
Marketing Rally 


New York, Aug. 31.—The 
Sales Executives Club of New 
York, in cooperation with the Ad- 
vertising Federation of America, 
and in conjunction with the Na- 
tional Federation of Sales Execu- 
tives and other distribution and 
marketing groups, is completing 
plans for the first annual market- 
ing rally on a nationwide basis, 
to be held here this fall. 

The rally will include a series 
of six sessions on consecutive 
Mondays, starting Oct. 22, with 
meetings to be broadcast either 
over the air or by leased tele- 
phone wire to the 200 advertising 
clubs and approximately 100 sales 
executives clubs throughout the 
country. 

Keynote of the sessions will be 
“greater distribution of consumer 
products to create more employ- 
ment,’ with top management as 
well as local retailers among the 
speakers. Opening and _ closing 
sessions will be all-day affairs 
with an evening banquet, and the 
four intervening meetings will be 
strictly technical. 

Gene Flack, director of adver- 
tising for Loose-Wiles_ Biscuit 
Company, is president of the Sales 
Executives Club, and Don G. 
Mitchell, Sylvania Electric Prod- 
ucts, Inc., and A. A. Hood, Johns- 
Manville Company, ‘are co-chair- 
men on arrangements. 


Burghard Forms Agency 


August Burghard, manager of 
the Ft. Lauderdale, Fla., chamber 
of commerce, has resigned to 
establish his own agency in Ft. 
Lauderdale. He has directed the 
advertising and publicity of the 
city for the past several years, and 
was formerly editor of the Ft. 
Lauderdale News. 


GITS Plastics 


COMBINED WITH METALS 


A high degree of experience-acquired 
mechanical knowledge of both plastics 
and metals, supported by an understand- 
ing of artistic design has provided a 
scientific answer to many problems that 
could not be solved by a mere under- 
standing of molding production alone. 


Gits has made a thorough study of the 
proper use of metals and other materials 
in conjunction with plastics. From this 
study has developed the Gits Flashlight, 
widely used by the armed forces—prob- 
ably the most durable flashlight made 
today. These flashlights are completely 
fabricated by Gits. The Gits pocket 
knife is another example of combined 
metal working and plastics, wherein both 
fabrication of metal parts and plastic 
molding is completely accomplished in 
the Gits plant. These and other prod- 
ucts, too numerous to mention, 
that Gits knows metals as Gits knows 
plastics—an unusual combination. 


prove 


This scientific experience of the past and 
present will solve many post war plastic 
problems. 


Mit. Cf Sol On 


4646 West Huron Street 
Chicago 44, Illinois 
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Biggest Ad Drive 
Starts This Month 
for Wine Industry 


San Francisco, Aug. 29.— 
Backed by the largest appropria- 
tion in the history of California’s 
wine industry, the 1945 fall na- 
tional advertising campaign of 
the Wine Advisory Board will 
break next month in magazines 
and newspapers throughout the 
country. 

While continuing the success- 
ful wine cookery appeal, the new 
campaign will give greater promi- 
nence to actual wine serving— 
with illustration, headline and 
copy all emphasizing the enjoy- 
ment of wine with meals. 

Full-color pages are to appear 


in Coillier’s, Cosmopolitan, Es- 
quire, Gourmet, House Beautiful, 
House & Garden, Life, The New 
Yorker, Redbook, True Story and 
Woman’s Home Companion, while 
120-line black-and-white ads will 
run in more than 385 newspapers 
in more than 230 cities. 


Wine Bottles Shown 


Magazine ads. -highlight wine 
served with food through repro- 
duction of an actual wine bottle 
in the central illustration. In ad- 
dition to featured table wines, 
dessert and appetizer wines also 
point up the wine- with - food 
theme. Topping each ad is a vig- 
nette of such well known food 
authorities as M. F. K. Fisher, 
author of “How to Cook a Wolf,” 
Lawton Mackall of Esquire, Dun- 


Names You Know 
: 


COLUMBIA 


FIRST AT PACIFIC « 16 


PLAYS BRANDS—Columbia Stores, southern California department store 

chain, consistently features national brands in its outdoor and bus advertis- 

ing, as indicated here. Les L. Finkle, Advertising, Los Angeles, handles the 
account. 


can Hines, author of “Adventures| All ads offer a free copy of a 
in Good Eating,” and others, all| booklet of wine cookery recipes 
of whom advocate the serving of} and serving suggestions. 

wine and offer a favorite recipe. Newspaper ads suggest a simple, 
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7. Jobber and 


his Salesmen are the most 
important men in the 
automotive aftermarket’ 


Ever since automobiles became popular, the job- 
ber and his salesmen have been indispensable. 

They are the connecting links in distribution 
between manufacturers of parts, tools, equip- 
ment, supplies and accessories, and the majority 
of retail sales and service outlets which keep cars 
and trucks in operating condition. 

The jobber’s recommendation on a brand or 
item greatly influences his customers purchasing, 
and retailers in turn wield a lot of influence in 
deciding what the motoring public buys. 

It is no wonder, then, that for 23 consecutive 
years the publishers of Jobber Topics have said 
that “the jobber and his salesmen are the most 


important men in the automotive aftermarket.” 


THE IRVING-CLOUD PUBLISHING COMPANY 
435 North Michigan Avenue, Chicago 11, Illinois 
420 Lexington Ave., New York City 17... Leader Building, Cleveland 14 


Also publishers of SUPER SERVICE STATION Magazine —the No. 1 book in the gas station field. 


aAavertising Age, septemoer . ! 


popular dish and urge reac 
“Serve with wine for grea 


eat. 
ing.” A separate special “a 
paign for certain Californ red 
table wines is scheduled fo: Hag,. 
per’s Bazaar and Town & “oyp. 
try, with half-page blac! -ang_ 
white ads featuring the fine gua). 
ity of these wines as con pareg 


with their European counte 
Retailer Tie-ins Suggest: 4 


Advertisements in more t! in ¢4 
trade publications tell win. jp. 
tailers and restaurant operator; 
how to tie in with the con 


umer 
campaign, and dealers are © ‘Tere, 
a holiday wine poster, g:nera| 
display banner, bottle topper 


and a 14-page booklet aimed 
the non-wine user. 

National Wine Week is 
revived this fall, and more thay 
30 allied industries will join wit) 
wine growers and vintners in spe. 
cial observances and merchandis. 
ing events Oct. 15-22. The pr.- 
motion, started in 1939, was inter. 
rupted for two years during the 
war. 

With the keynote set by the in- 
dustry’s cooperative advertising 
carried on by the Wine Advisory 
Board, individual wineries are re- 


to be 


PERCI 


leasing ad programs withheld 
during the war period. “Wine 
advertising will undoubtedly VW 


reach an all-time high during 

Wine Week and the ensuing holi- 

day season,” said Harry A. Cad- ’ 
dow, secretary-manager of the 
Wine Institute. 

Mr. Caddow said the industry's 
postwar program will include en- 
largement and rebuilding of pm- 
duction facilities, increased plant- 
ings of rare grape varieties for 
premium quality wines, and cam- 
paigns for extended export mar- 
kets. 


Candy Survey Shows 


Shortage to Continue 


The present candy shortage will 
continue until the spring of 1946 
and possibly longer, according to 
Don Gussow, editor and publisher 
of Candy Industry. Mr. Gussow 
bases his statement on the result 
of a national survey of the raw 
material outlook. 

Economically, the end of the 
war will mean little immediate 
change for the- candy industry 
with the continued rationing of 
sugar and other raw materials, he 
said, adding that practically all 
of the 1,400 candy manufacturers 
in the country have expansion 
programs. New types of candies, 
particularly the five and ten- 
cent varieties, are being planned 
with greater emphasis on nutm- 
tional values, he said. 


Hudnut Boosts Fowler — 

G. S. Fowler, with Richard 
Hudnut, New York, for the past 
21 years, has been promoted from 
sales manager to general sales 
manager of Hudnut Sales Com- 
pany, New York. He joined the 
company in 1924, becoming as- 
sistant sales manager in 192 and 
sales manager in 1941. 
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Learn about women from Soap Flakes 


PERCENTAGE OF WOMEN BUYING A GIVEN BRAND 10 TIMES OUT OF 10 


AGE 20 25 30 


35 40 45 


61 


58 


PERCENTAGE | 55 


WHO 

BUY 52 
49 : 
46 


W HAT brand of soap flakes do you regularly buy?” was 


nd 50 in a Fawcett survey. 


one question asked thousands of women between 16 


The women of 20 to 30 revealed amazing brand loyalty. 
At22 years old, 60% of them said they consistently bought 
he same brand of soap flakes every time. So did 53% of the 
)7-year-olds, and 56% of the women of 30. 


About 63% of the 20-year-olds revealed the same un- 
werving loyalty for their dentifrice. 

Women’s purchases of gelatines, toilet soaps, flake soaps, 
ace powders, sanitary napkins, shampoos, deodorants, lip- 
ticks, cold or all-purpose face creams — every one “a con- 
enience item” — were all studied in the survey. 


It vividly proved that: Women are most susceptible to 
brand names in the early twenties. These are the years to 
each them with your brand advertising. Establish your 
rar. d names then, because the loyalties you build in those 


Reach women of 20 to 30 in the 


‘AWCETT WOMEN’S GROUP 


BRAND SUSCEPTIBILITY” IN WOMEN IS HIGHEST BETWEEN 20 AND 30 


years will keep up, and keep your sales up. 


WOMEN OF 20 TO 30 have more buying years ahead; 


WOMEN OF 20 TO 30 are experimenting with new brands, and picking 


their favorites; 


WOMEN OF 20 TO 30 have used certain brands in their family homes, 
and are more likely to carry this more recent home influence 


over into their own adult buying; 


WOMEN OF 20 TO 30 have already been using certain brands for years 
—a large percentage (as the interviews showed) for ten solid 
years and more. Brand loyalty can be built and maintained 
surprisingly early. 

Your advertising dollar will go farther toward reaching 
more women of 20 to 30—married, homemakers, mothers— 
in the Fawcett Women’s Group than in any other major 
magazine in existence. More than 3,000,000 women go to 
their newsstands every month and pick out these magazines 
that help them live. 


TRUE CONFESSIONS 
MOTION PICTURE 
MOVIE STORY 


‘AV/CETT PUBLICATIONS, INC., 295 Madison Avenue, New York 17, N. Y., World’s Largest Publishers of Monthly Magazines 
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Munsinger Acquires 
Rollins Hosiery Mills 


Munsingwear, Inc., Minneapo- 
lis, has purchased controlling in- 
terest in Rollins Hosiery Mill, 
Inc., Des Moines, and will devote 
the entire capacity of the plant 
to production of Nylon hose. 

Kenneth A. Durham, president 
of Rollins, will continue as head 
of the Des Moines plant, but all 
other directors have resigned. 


Sells Sunday Rights 


The Dayton Journal-Herald has 
sold its Sunday publishing rights, 
including its Associated Press 
franchise, to the Daily News Pub- 
lishing Company, Akron, owned 
by James M. Cox. The Journal- 
Herald will expand its Saturday 
edition to include Sunday fea- 
tures. 


Sardeau Promotes 


Sardeau, New York, creator of 
Suspicion perfume and toilet 
water, has started a newspaper 
campaign in New York, Phila- 
delphia and Baltimore through 
Lester Harrison Associates, New 
York. 


Kushell to Personna 


Murray G. Kushell, formerly 
advertising manager of Namm’s, 
Brooklyn department store, has 
been appointed sales promotion 
director of Personna Blade Com- 
pany, New York. The company, 
which recently purchased a fac- 
tory in Holyoke, Mass., has en- 
tered the kitchen cutlery field and 
will have first shipments ready by 
late fall. William Mushkin has 
been named director of the cut- 
lery division. No advertising has 
been planned as yet. 


Ryan Resigns as 
Ward President: 
Joins Spiegel 


Chicago, Aug. 28.—Clement D. 
Ryan has resigned as president 
and a member of the board of 
directors of Montgomery Ward & 
Co. and has joined with Spiegel, 
Inc., to purchase the Whitney de- 
partment store, San Diego, Cal. 

With Sewell L. Avery chairman 
and chief executive officer of 
Ward, the mail order house’s 
merchandising policies are not ex- 
pected to be much affected by 
the change. Officials point out 
that Mr. Avery has been “actively 
in charge” in the past, and that 
it has been known simee April 


|that Mr. Ryan wished to leave. 
Only recently Justin W. Dart, 
president of United Drug, Inc., 
announced that he could not at 
present accept an offer from Mr. 
Avery to become president of 
Ward. 

Spiegel, Inc., third largest mail 
order house in the nation, has not 
previously gone into the depart- 
ment store field. Last year Spie- 
gel spent $5,000,000 to buy about 
100 retail stores, most handling 
women’s fashions and some in 
the home furnishings, furniture 
and children’s wear fields. 

Spiegel informed ADVERTISING 
AGE today that its joint acquisi- 
tion with Mr. Ryan of the San 
Diego store reflects no change in 
company policy. The store will 
be operated autonomously by Mr. 
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sOUTHERN OFFICE: 
Mr. Walter Meeks 
101 Marietta 
Atlanta 3. Ga. 


hy 


NEW MAGAZINE 
a WITH 
4 A NEW APPROACH 


TOA 


VITAL MARKET 


For information on one of the most important markets in America 


and Pic, the magazine for young men, write: 


PIC THE MAGAZINE FOR YOUNG MEN 


A STREET & SMITH PUBLICATION 


NEW YORK OFFICE: 


ADVERTISING OFFICES 


WEW ENGLAND OFFICE: 

Street & Smith Puebdlications, Inc. 
403 Statler Office Building 
Boston 16, Mass. 


WEST COAST OFFICE: 
Street & Smith Publications, Inc. 
SO3 Garfield Building, 
Les Angeles 14, Calif 


122 EAST 42ND ST., NEW YORK 17, N. Y. 


MIDWEST OFFICE: 

Street & Smith Publications, Inc. 
230 WW. Michigan Ave. 
Chicago 1, Hl. 
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Advertising Age, September 


Ryan, unlike other Spiege 
and will not be directed by 4 
gel merchandising execui ve _ 
was revealed, further, t 
Ryan has an option to buy the « 
partment store. 

Ward has also disclo 
resignation of B. R. Prall 
ating vice-president. Th 
pany expects that Army 
over the company’s Op: ratio, 
assumed last winter follo\ ino ,, 
fusal of Mr. Avery and © her 4 
rectors to recognize a We [ay 
Board directive to esta))lis} 


union shop, will be ended | Pre 
dential decree within a \ee; , 


two. 


McLELLAN TO ENLARGE 
EXISTING STORES 

New York, Aug. 28.—\NicLe¢) 
Stores Company intends to cen 
its postwar expansion provram 
the enlarging and modernizajj 
of existing stores, stockholde 
were advised this week. 

The management is considerjy 
desirable locations for new stor 
but a policy of concentrating , 
the existing store structure js ey 
pected to fortify the company 
competitive position, W. L. Nola 
president, declared in a letter x 
porting a hearty sales increase 4; 
the 12 months ended July 31. 

Sales for this period, Mr. Nol 
said, amounted to $42,768.35: 
compared with $38,644,542 for 
12 months ended July 31, 1944, ; 
increase of 10.6%. Net pr 
amounted to $1,470,500, compar 
with $1,244,684 for the previ 
year, 

Since the close of the 
pany’s fiscal year Jan. 31, exey 
tives have continued efforts t 
furnish existing stores to the ¢ 
tent permitted by government r 
strictions, but it has been nece 


sary to postpone much of t 
| work until the restrictions 
| lifted, the McLellan preside 


pointed out. 
CHICAGO MAIL ORDER 


TO BECOME ALDENS 
Chicago, Aug. 28.—Aldens, I! 


has been approved by direct 
of the Chicago Mail Order Con 
pany as the new name of ' 


company, and the change will 
submitted for stockholders’ ; 
proval next March. 

Two years ago the firm beg 
an “Aldenization” program 
personalize the house. Since t 
time catalogs, letterheads and‘ 
like have been headed “Al 
Chicago Mail Order Compa 
ADVERTISING AGE reveale 
month (AA, July 16) that t 
of three customers at present : 
dress the company as Al 
proportion which company 
makers consider excellent 
time. 
| The shorter name, whi 
|rives from the long used Alc 
| brand name, will “eliminat 
| tification of the company 
specific city . . . and be m 
propriate for our opera’ 
|which are of national 
| Robert W. Jackson, presid 
serted. 
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Effective Sept. 2 


The DAYTON DAILY NEWS 


is Dayton’s 


ONLY SUNDAY PAPER 


A great newspaper accepts 
a great new challenge 


and responsibility... 


For further Information, write 


The Dayton Daily News ° Dayton, Ohio 


Or 


SAW YER-FERGUSON-WALKER CO. 
CHICAGO + DETROIT * NEW YORK *+ ATLANTA *_ SAN FRANCISCO 
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Yes, sir! The Connecticut Yankee is an ingenious soul—as evidenced by 
the above map of the Metropolitan New Haven area which houses 759 indus- 
tries manufacturing over 50,000 varied items. 


New England is known for its record of production and steady employ- 
ment. New England workers are busy all the time — in war or peace, in 


depression or prosperity. They are steady people—they ean be your steady 
customers. 


If you want to sell your product to these people, place your message in 
the columns of Connecticut’s outstanding newspaper—accepted in well over 
80,000 homes in this territory. 
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BUSINESS CHART OF THE WEEK .. . THE PAYOFF... OTHER FEATURES .. _ 


aad 


lhe Pay- Off NEWS AND VI 


In this department, basic principles which 


EWS OF MAIL ORDER ADVERTISING 


have proved their value in mail 


order advertising—and which are equally important to the advertiser who 
docs not seek direct inquiries or orders—will be reviewed and discussed from 


wes 


to week. Pertinent case histories, queries and comments from readers 


are invited. Whenever possible they will be answered here. 


MORE INQUIRIES BY USING 
ADVERTISING SPECIALTIES 
If you have been looking for an inex- 
pensive item to use as an inquiry pro- 
ducer or as a “give-away,” be sure to in- 


vestigate the possibilities of advertising 
specialties. 

You can get almost every kind of cal- 
culator, chart, table, ruler, etc., made to 
your special order. For example, the 
Greenlee Tool Company, Rockford, II1., 
features in its advertising a handy cal- 


culator for 10c that will convert linear to 
board feet, determine slope per foot in 
degrees, find nail specifications, and 
many other solutions to woodworking 
problems. According to R. E. Brightup, 
advertising manager, over 60,000 of these 
calculators have been ordered as a result 
of their advertising. With each calculator 
is sent a sales letter and a folder describ- 
ing the most popular Greenlee hand tools. 

The Abrasive Company, Philadelphia, 
uses a grinding wheel speed chart as a 
give-away. The L. S. Starrett Company, 
Athol, Mass., tool manufacturer, has a 
very useful chart for figuring decimal 
equivalents. Dr. Fenton’s Vigortone Com- 
pany, Cedar Rapids, Ia., supplies live- 
stock farmers with a magnetic breeding 
calculator which instantly figures the ges- 
tation period. 

These specialties may be made up in 
paper, metal or celluloid with your own 
selling copy. Hence, they are exclusive 
and you will not run the risk of a com- 
petitor using the .same item. Special 
items will be made up in lots of 1,000 
or more. The cost is surprisingly low. 

By working up an item that has a log- 
ical tie-in with your proposition, you 
can use this idea to step up the volume 
of inquiries, introduce a new product, 
as a cash-up on collections, or a special 
inducement to get immediate action to 
your advertising or direct mail offers. 


You Ought he Ki OW . « « Fairfax M. Cone 


Popular conceptions of advertising 
wency heads are likely to fall into one 
{two categories. Either the agency prin- 
ipal is a cold-blooded fish who went to 
the right schools, married the right per- 
son, and coldly calcu- 
lates, with other mem- 9s 
bers of the inner sanc- @ 
tum at the Uniong 
League Club, how to} 
extract the last penny j 
from an unsuspecting 
ind helpless public; or 
else he is a super- 
Hollywood creation f 
with 12 phones, seven 
glamor-girl secretaries, 
ni carbonation than 

la Dry, and a 

ful of stupefying stunts guaranteed 
to | salt-soaked whips to the members 
{ the Anti-Cruelty Society. 

Neither of these categories fits Fairfax 

M. Cone, chairman of the executive board 
ote, Cone & Belding and head of 
go operations for the agency. In 
‘act. it is difficult to fit Fax Cone into any 
atevory, for Fax is the kind of individual 
an’t be neatly pigeon-holed as this 
t. He is definitely not a “typical” 
ge. cy head, and one has the impression 
e would never have been “typical” 
calling, no matter what the calling 
have been. If he can be catalogued 
it is as an advertising man’s adman 
kind of person who can be re- 
d for his knowledge of the business 
f people, and liked for his quick wit, 
enuineness and his complete refusal 
elop any indications of executivitis. 
en-handed, hater-of-fuss-and-feath- 
ype, he says what he thinks, makes 
etensions to grandeur, and definitely 

ike a working man. 
_* x Cone, like Emerson Foote and Don 
Se ing, his two partners in the agency 


Fairfax M. Cone 


that was set up after the dissolution of 
Lord & Thomas at the end of 1942, is a 
westerner. He was born in San Francisco 
in 1903, and entered the University of 
California with the idea of being a pro- 
fessor of English, after an assortment of 
experiences which included an attempt to 
join the Navy during the first world war, 
when he hadn’t yet reached 15, and a 
more successful attempt at being a mer- 
chant seaman. Fax liked being a seaman, 
and the idea of visiting far places, but his 
father was not equally enthusiastic, and 
the youthful mariner was_ snatched 
from the arms of Neptune and deposited 
in the academic halls of the university. 

Along with his interest in words, Fax 
had a considerable talent for drawing, and 
this talent, plus the fact that he had met 
the right girl and wanted to get married, 
started him on the path to advertising. 
He figured that an academic career, with 
its minor emphasis on such mundane 
things as money, might not square so well 
with his ideas of forsaking bachelorhood, 
so upon graduation from the university he 
got himself a job in the promotion depart- 
ment of the San Francisco Examiner, 
where his twin talents were put to use in 
a combination art and copy post. 

At this stage of the game, Fax thought 
of himself as an artist, and visualized the 
possibilities of becoming a famous car- 
toonist, but as he hit his stride he moved 
more and more toward the use of words, 
rather than pictures, as his form of ex- 
pression. In fact, one of the San Fran- 
cico agencies offered him a job as art di- 
rector, which he turned down. Instead, in 
1929, he got a_ straight writing job 
from the local office of Lord & Thomas. 

During his early years in the agency 
business, Fax worked principally on 
travel accounts, and he still remembers 
with pleasure an exceedingly wonderful 
six months he spent in the Orient, picking 
up atmosphere and copy material. 

In 1939 he was made manager of the 


San Francisco office, and two years later, 
pretty much against his inclination, he 
moved to L&T’s New York office as head 
of the creative department. In May, 1942, 
he moved to Chicago as head of the crea- 
tive department, in November he was 
made executive vice-president and man- 
ager of the office, and in December of the 
same year became chairman of the execu- 
tive committee of the new agency. 

Essentially, Fax Cone is a creative man 
and a perfectionist. He likes to point out 
that he and Foote and Belding all became 
“account handlers through the creative 
side of agency work—none of us started 
out as account executives,” and when the 
day-to-day problems of agency manage- 
ment get a little too hectic, he is likely to 
profess a desire to get out of the mael- 
strom before too long and devote his time 
entirely to creative work. 

Actually, however, he probably doesn’t 
mean it, because he likes people, enjoys 
contacting clients, and particularly likes 
to’ wrestle with merchandising and mar- 
keting problems. Furthermore, his con- 
cept of creative work has little of the 
“genius” aura about it. “Pretty” writing 
annoys him, he doesn’t think the primary 
function of ads is to be quoted as exam- 
ples of writing by college professors, nor 
to be framed as deathless essays. He be- 
lieves that ads should sell the client’s 
goods or services, instead of selling them- 
selves, and he thinks that any agency cre- 
ative man who works out of an ivory 
tower may be turning out fine prose, “but 
it isn’t advertising.” 

To Fax the advertising business is def- 
initely not a “game.” It consists of hard, 
intelligent work, and the _ successful 
agency, he says, is the one that does the 
best possible job of planning and execut- 
ing advertising and merchandising cam- 
paigns that meet the particular needs of its 
clients. He feels strongly, too, that the 
best advertising for the advertiser is the 
advertising that gives the reader some- 
thing—whether that something be a new 
recipe, an idea for a vacation, or a new 
outlook on life. 

From this basic concept of advertising 
as being tailor-made to fit the particular 
needs of a particular client at a particular 
time, stems Fax’s real horror of an ‘“ad- 
vertising formula.” When an attempt is 
made to fit an advertiser’s needs into an 
agency formula for successful promotion, 
he says, the result is likely to be as un- 
happy as would be an effort to make a 
man fit a suit of clothes instead of making 
the clothes fit the man. 

It follows from this philosophy that cre- 
ative men working with Fax are expected 
to know how to write, but are also ex- 
pected to be marketing men and business 
men, all writing for a purpose—to move 
goods and services. It follows too that he 


makes every effort to check the cash reg- 
ister value of the material turned out in 
his shop, and to have his staff as com- 
pletely informed on merchandising trends 
and problems as is possible. He doesn’t 
sneer at research—quite the contrary. 
Reading and listening reports, consumer 
purchase records, and a variety of statis- 
tical and research material not only come 
into the office, but are analyzed and stu- 
died with almost religious zeal. 

In a word, Fax Cone is that rather un- 
usual type of adman who loves to write 
an ad, but has no feeling of confusion or 
frustration when confronted with a sales 
report, an analysis of consumer reactions, 
or a balance sheet. In addition, he has an 
earnest conviction that the advertising 
business is important and useful to so- 
ciety, although he has no illusions about 
the waste that sometimes surrounds the 
use of advertising. 

Personally, he seems to get a lot of 
fun out of being himself. He’s very sel- 
dom “Mr. Cone” to anyone very long, 
but you wouldn’t call him the “good fel- 
low” type either. He just hasn’t time nor 
inclination to act impressive or to dress 
up what he has to say in words which 
may be more impressive than meaningful. 
When he’s in town—which means every 
day that he’s not on a business trip—he’s 
in his handsome light panelled office in 
the Palmolive building as early as anyone 
(which means somewhere near 8:30), 
sparking ideas, checking on what’s doing, 
reviewing and actively directing the work 
of the agency. And such is his interest 
in ad-making that rare, indeed, is the 
piece of copy or radio script—no matter 
how “unimportant” it may be—that does 
not cross his desk before it gets its final 
o. k. 

Informal and as easy to get along with 
as the proverbial old shoe, he is more 
likely to call his close associates “chum” 
than anything else, and his favorite think- 
ing and discussion attitude consists of 
feet on desk, a quizzical look in his very 
direct eyes, and a pencil poised in hand, 
ready if necessary to emphasize a point 
in language that isn’t likely to be misun- 
derstood. If he agrees with you, he says 
so without reservations; if, not, he also 
says so, without equivocation; and if he 
doesn’t know, he says that, too, usually 
adding: “But I think I can find out.” 

His outside interests are many and var- 
ied, but none take on the dimensions of 
a hobby unless it be his wife and teen-age 
daughter. A portrait of the daughter— 
featuring deep, dark, sparkling, fun-filled 
eyes—sits across his office from him, and 
every once in a while you catch him smil- 
ing at it, as though he and she were shar- 
ing a quiet laugh at the fun there is in 
life. 


The Creative Uans Corner 


The more we think about competitive 
plans and copy in advertising agency so- 
licitation, the worse we think they are. 

This is particularly true when they are 
unsuccessful—and not at all in the sense 
that a crime is only a crime when one is 
stuck with it. 

The effect on the creative people whose 
work is neither accepted nor appreciated 
is bad enough, for the simple reason that 
it isn’t either accepted or appreciated. 
Unfortunately, the planners and writers 
and artists rarely ever know the reasons 
why. Usually these are the result of un- 
familiarity with the product or company 
in question, with its history and its com- 
petition. But it is seldom that the blame 
is laid to anything except stupidity on 
the prospect’s part .. . or to politics. 
Politics! What would the agent do without 
them? 

Still worse, we think, than the encour- 
agement to cynicism (which is strong 
enough in most creative people) is the 
inevitable attempt to fit the unaccepted, 


unappreciated plan and copy to the very 
next problem that comes along. As we 
have said before, good advertising always 
begins with deep study of specific prob- 
lems. In the end it is the result of a plan 
made to overcome those problems. Start- 
ing with plans and copy (and even radio 


programs in most cases) is advertising 
quackery. And it is as bad for the busi- 
ness of selling as someone else’s prescrip- 
tion in a bottle is for the business of 
health. 

For the record—and to close this dis- 
cussion—we think it is worth noting that 
the advertising agency which is generally 
credited with the greatest growth during 
the war years not only never has made a 
solicitation, with either plans or copy, but 
actually presents its case histories and the 
outline of its facilities strictly as a bid 
for consideration ... when, as and if the 


advertiser himself has reason to look into 
the field. 

Active solicitation is made only by in- 
vitation! 
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F. J. Oliver Changes 


Frank J. Oliver, formerly ma- 
chine tool editor of Iron Age, has 
been appointed editor of Electrical 
Manufacturing, New York. 


‘ . 
Aerosphere’ Appoints 

Charles E. Thorp, publisher of 
Aerosphere, has been appointed 
executive editor and publisher of 
the international aviation annual, 
replacing Glenn D. Angle, who 
has resigned. 


~ - HARRY E. BURKE STUDIO 
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Ch ecago Wil. /] 


Aluminum Company of Amer- 
ica, Pittsburgh, will switch from 


war and primarily institutional 
to all-product themes for 1946. 
Institutional advertising will be 
incorporated in product copy, and 
the budget probably will be in- 
creased 20% to $2,000,000. Alcoa 
cancelled radio recently and plans 
to concentrate on spare advertis- 
ing next year. Fuller & Smith & 
Ross is the agency. 


* * 3 

Pepsi-Cola Company, Long 
Island City, N. Y., will help its 
bottlers going through the sugar 
shortage by introducing sparkling 
water. Some bottlers will be set 
to go on it in September. No 
equipment changes or additions 
are required, because Pepsi-Cola 
is simply a mixture of syrup and 
carbonated water. Both Pepsi- 
Cola and its big rival, Coca-Cola, 


have concentrated for many years 
on a single product. 

Pepsi-Cola is extremely coy 
about the new product. Neither 
its name nor advertising plans 
for it have been announced. 
Newell-Emmett Company is the 
agency. 

* Bo Bo 


Syracuse University has _ re- 
served an “Intra-Tel” system 
from General Electric Company, 
Schenectady, for postwar deliv- 
ery. The wired television system 
—considered by G-E officials and 
many educators to have great po- 
tentialities—will be used to con- 
duct various classroom teaching 
experiments. A tie-up with Syra- 


cuse radio stations is a future 
possibility. 
at at * 
The statistical department of 


one of the country’s largest can- 


ners has been analyzing sales of 


Less than 10,000 Bakers do more 
than 90% of the $2,000,000,000 
Bakery Volume 


Although the United States Census of 
Manufacturers lists 18,000 shops as com- 
mercial bakeries, less than 10,000 Bakers 
account for the bulk of the $750,000,000 
worth of ingredients, materials, equip- 
ment and supplies that are purchased 
annually. The chart below shows a 
breakdown of the volume of business 
done by all 18,000 Bakers. 


. There are three major buying 
classifications inthe Bakery Market 


|8 Ei} _$960,000000 | 
a 
$180,000,000 aan 


A The Large Combination Baking 
Companies, having two or more 
plants and buying centrally. There 
are 82 of these companies, having 
a total of 804 plants. 


B The Independent Wholesale 
Bakers and The Retail Bakers, 
doing $50,000 or more per year. 
All together, these Bakers number 
3,616. 

C The Progressive Retail Bakers, 
about 6,000 in number, doing 
under $50,000 but over $25,000 
business annually. 


D Arelatively large group, numeri- 
cally, of little one-man neighbor- 
hood shops. Together, they ac- 
count for only about 9°) of the 
total bakery business. 


3 The Baking business is a 
manufacturing industry 


Bakers have the same problems that are 
inherent in the manufacture of a delicate 
precision instrument! That is, to make a 
product of uniform quality and to sell it 
at a profit. With this difference—this is 
the only manufacturing industry in the 
world that sells its products the same 
day they are made, for cash, and has 
nothing left in the plant at the end of 
the day but raw materials. 


To constantly improve quality and effi- 
ciency, Bakers need and accept all the 
help they can get, from manufacturers 
of ingredients, equipment and supplies 
and from the editorial pages of the Busi- 
ness Press serving their Industry. 


Bakers Weekly has attracted a reader- 
ship among these technical, improve- 
ment-minded Bakers, largely because of 
the editorial service available through 
our Physical and Chemical Laboratories 
and our Experimental Bakery which 
were organized in 1919. 


r 
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Many improvements, during the last 25 
years, toward closer controls, analyses 
of ingredients, research in new develop- 
ments, improvements in methods 
of production and operations, were 
pioneered in our laboratory and engi- 
neering departments. 


What this means to advertisers 


It seems likely that those Bakers who 
read technical articles on, say, mold 
control, are equally anxious to learn 
more about anything that will help them 
operate a more profitable business .. . 
whether it pertains to the machinery, 
supplies and equipment they work with, 
or the ingredients they use. 

So, manufacturers whose advertising 
messages offer our readers anything that 
helps with their problems, find them just 
as responsive as do our Editors, who re- 
ceive volumes of mail and telephone calls 
for technical help. An ingredient manu- 
facturer of a flavoring, for example, 
would get best results if he explained the 
specific qualities of his product in terms 
of the Bakers’ specific interests. 
Practical Bakery men, specialists in all 
technical phases, in engineering, and in 
merchandising, are available in our New 
York and Chicago offices to cooperate 
with any manufacturer or advertising 
agency interested in the Baking Industry. 


Section of Bakers Weckly’s Laboratories and 
Experimental Bakery 


Directory of Selected Bakeries 
Available to our Advertisers 


Bakers Weekly compiles an annual Di- 
rectory containing the names of bakery 
establishments which do $50,000 or more 
business annually. It describes the type 
of business operated, kind of products 
made, number of delivery trucks, names 
of owners, operating executives, etc. 
Those who have used it say it is an ex- 
tremely valuable sales tool in marketing 
to Bakers. 
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45 West 45th Street, New York 16, N. Y. 
360 North Michigan Avenue, Chicago 1,11. 


canned vegetables and fruits in 
relation to the national income, 
and comes up with the conclusion 
that “a normal canned food sup- 
ply is related rather closely to in- 
come.” With a national income of 
$100 billion, it says, about 150 
million cases of vegetables would 
be necessary to meet civilian de- 
mands; if the national income hits 
$150 billion, civilian demand 
would probably require 225 mil- 


lion cases. 
cd * a 


Institutions of all kinds, includ- 
ing restaurants, hotels, hospitals, 
etc., serve 25 billion meals a year, 
or more than one-sixth of the 
145-6 billion eaten in the United 
States, the National Restaurant 
Association asserts in a brief filed 
with the House committee to in- 
vestigate food shortages. The as- 
sociation says fewer red points 
are allotted for restaurant meals 
then for meals at home. 

BS a co 


Now that everyone has ac- 
quired the ability to say sulpha- 
nilamid without stumbling, and 
is on the verge of reaching the 
same status with penicillin, it 
looks as though we’ll all have to 
learn to say streptomycin—a new 
antibiotic ‘“‘believed to be the 
most important medical discovery 
since penicillin and effective 
against a wide range of infectious 
diseases for which penicillin of- 
fers no cure.” Merck & Co. has 
announced beginning of construc- 
tion on a streptomycin production 
unit which will cost $3,500,000. 


3% * *% 


Watch for the nation’s automo- 
bile clubs to make a real bid for 
major position in the tourist and 
travel business. A group of them 
is on the verge of announcing 
complete travel-agent facilities 
which may bring them into direct 
competition with existing agen- 
cies in the field, including even 
American Express, which has had 


the traveler’s check field 
ally to itself. 


* * * 


Yale & Towne Mfg. C 
promises to be another 
into the electric applianc 
with plans reported w: 
vanced for a variety of p) oduct 
Incidentally, . 
portation Company of Chicago, 


Dany 


Y&T subsidiary, is about ready 4, 


break a substantial campa =p , 


its materials handling equ’ men; 


It will use business papers ap, 
perhaps some general med, _ 
oe co oo 

The Army doesn’t believe it wij 
have any troubles liquidat ng 
reducing PX operations. ( 
world-wide PX inventories are 
about $89,000,000, but sales 
about that figure per month 


halting of procurement for , 

single month would just aboy 

wash up the PXs’ stock of quick. 
moving merchandise. 
oo * co 

Alcoholic beverage _ interests 


are exhibiting some concern ove 
release by Paramount Pictures of 
“Lost Week End,” starring Ra, 
Milland and Jane Wyman 
adapted from a novel by Charles 


R. Jackson. It is scheduled for 
release in some _ localities by 
Sept. 1. 


A psychiatric study of an alc- 
holic, complete with DT hospital 
scenes and plenty of moralizing 
on the evil of drink, the picture 
gives some promise of providing 
a non-alcoholic headache for the 
industry. 


Buffalo Acquires Eclipse 


Buffalo Bolt Company, Nort! 
Tonawanda, N. Y., has acquire 
control of the Eclipse Lawn 
Mower Company, Prophetstown, 
Ill., maker of hand and _ power 
driven lawn mowers. 


management. 


irtu. 


itrant 


Automatic rans. 


The com- 
pany will be operated as a wholly- 
owned subsidiary by its present 


In the Ark-La-Tex area, KWKH—with 
its 50,000 watts—is the No. 1 medium, 
with full coverage and SELLING 
POWER in this prosperous market. 


Represented by The Branham Co. 
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Lawn fMively in handling the firm’s line. is 
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Powetlore the war in production of its wCcOo P as the Boston Cowles Station, puts special emphasis on good news. That means complete - 
wholly. ee ae ee oo news and frequent news, smartly edited for radio alone. o 
dresent ‘ 7 af 
cale production was ended by the 
——. The present plans include WCOP news is complete in content. It's the only station in Boston with all three wire services — | 
washers of machine parts for r . 
karages, washers for hotels and INS, UP and AP. WCOP gets all scoops, with a triple check on all 
estaurants, home clothes washers ° — *4s 
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Will Set Up Branches WCOP news is complete in treatment. Five crack radio newsmen, headed by Ron Cochran, oper- | 

Now located in temnporery guar ate for WCOP one of the best equipped radio newsrooms in New 
ers in the Peoples Gas building, ‘ . , : 

odern Maid plans to set up per- England. Scripts are thoroughly edited radio-wise. 

inent headquarters here and 

inch offices in New York, At- P ° 
ata bleed, nex Fransiies and WCOP news is frequent. |12 newscasts every weekday and 5 on Sunday are making WCOP a 

s Angeles. ition i 
“Our policy,” Mrs. Carr states, news tradition in Boston. | 


will be to seek a high level of 
reduction and sales so that we WCOP local news is backed by top American news commentators and a tie-up with the world- 


famous CHRISTIAN SCIENCE MONITOR. 


WCOP has a few choice news availabilities for sponsorship. Carefully presented news gets careful 


listenership — and so do adjoining commercials. 


SPECIAL AVAILABILITY NOW: Daily 10-minute program direct from offices of CHRISTIAN SCIENCE 
MONITOR. Ten minutes of news and commentary by noted Monitor 
Staff member, followed by a WCOP local five-minute news period. ; 
May be sponsored complete, or each section is available separately. P 


FOR RATES AND FULL INFORMATION on this period and all other newscasts, see any Katz Office, . 
or get in touch with Norbert O'Brien, Commercial Manager, Station 
WCOP, Boston. 


WOO p | Boston ' 


A Cowles Station 
Exclusive American Broadcasting Company 
Outlet in Boston 


‘SEE PAGES 32 AND 33 
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Complete Coverage | 
of one of the 
greatest 
post-war industries 


FOR THE OCTOBER 
FOOTWEAR FASHION PARADE 


Reserve Your Space Today 


Normally, you would show at the October Fair and back up your exhibit with a forceful 
message in the Recorder. This season, the trade’s only big show will be held in the October 
15th Recorder, headlined “1946 — and Freedom.” 

In this big footwear fashion issue, the whole trade will preview a season of freedom. 
All signs point to a lid’s-off policy on style restrictions by the WPB . . . and our experts 
predict that the liberation orders will come in time to affect shoes designed and manu- 
factured for the coming spring season. Thus, for the first time since 1942, the industry 
will be free to originate new fashions, subject only to limitations on supplies of leather and 
other materials. 

Think of the interest these first free fashions will hold for every man in the shoe trade . . . 
the eagerness with which he will read page after page of fashion news about men’s, women’s 
and children’s shoes. Can you imagine a better showplace for your own advertising? 

Recorder readers are anxious to know what you are planning for this first free 
spring . . . they will read the ads with the same interest they devote to the edi- 
torial pages. Don’t disappoint them. Get your order in now. We can still accept 
a small amount of additional space . . . but paper is still limited and we will have to 
establish a first-come -first-served policy on new orders for this special issue. Final 


closing date October 1. 


BOOT and SHOE 


NATIONAL VOICE OF THE TRADE 
Published Twice Monthly 
A Chilton @ Publication 
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“ir wardrobes and chests, has 
Oratorie@nched a fall campaign of 


ingle-column advertisements in 
Imerican Home, The American 
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ill Present Findings 
tf ‘Newspaper Net’ Study 


A general meeting of the 16 
ewspapers financing a national 
tudy by Marion Harper Asso- 
lates, Inc., New York (AA, Nov. 
’44), has been called for Sept. 
§-17 at the Edgewater Beach 
lotel, Chicago. 

The study deals with the scope 
nd possibilities of a proposed 
newspaper network” for group 
lling of black and white adver- 
ising space in both daily and 
inday editions. 


ackson Joins JWT 


Henry M. Jackson, recently a 
leulenant colonel in charge of 
Washington office of the 
med Forces Radio Service, and 
reviously with CBS for seven 

most recently as western 
hanager of radio sales, has joined 
Walter Thompson Company, 
n Francisco, as service repre- 
entative for radio. 


© ‘Engineers Digest’ 
Gerard A. Regan, formerly with 
‘incent Edwards & Co., New 
rk, has been appointed adver- 
ing manager of Engineers Di- 
jest, 


etistein Appointed 

Robert Payne Wettstein § has 
pointed West Coast adver- 
representative of Architec- 
il Record, published by F. W. 
Ycge Corporation, New York. 
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U. S. Radium to Basford 


G. M. Basford Company, New 
York, has been appointed adver- 
tising and marketing counsel for 
United States Radium Corpora- 
tion, New York, manufacturer of 
luminous dials and specialties. 


Nashley Resigns OPA 


Helen Nashley, for the past 
three years price specialist in the 
consumer durable goods section 
of OPA, has resigned to resume 
active direction of Helen Nashley 
Service, New York. 


Waste Fat Ad 
Drive Will be 


Continued 


New York, Aug. 30.—The $1,- 
000,000-a-year newspaper cam- 
paign to get housewives to save 
waste fats will be continued, a 
representative of the American 
Fat Salvage Committee, composed 
of representatives of leading soap 
and glycerine producers, told Ap- 
VERTISING AGE. 


country is scheduled. 
| of this program will “depend on 


what the government wants us 
to do.” Fats are to be rationed 
until June 30, 1946, and the De- 
partment of Agriculture has said 


that “waste fats are still needed.” | 
Roy Peet of Colgate-Palmolive- | — 


Peet Company is chairman of the 
committee, and Kenyon & Eck- 
hardt is the agency. 


The future} Louis, to handle its account. 
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Every daily newspaper in the | Bloch Advertising Agency, St. 
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The magnetic power of local news to win and hold people’s attention 


0Cd 


is as fundamental as human nature itself. Local news begins to play its part in 


a man’s life with a one-line notice announcing his birth. Progress 


in school, participation in sports, graduation, engagement, marriage follow...each 


likely to figure somehow in local news. Then comes the upward climb in 


business, perhaps an entry into politics, almost surely some activity 


can people satisfy their craving for this kind of 


explains very largely why people read their newspapers so eagerly and 
thoroughly...and why newspaper advertising produces 


such large returns. 


in civic, religious and social affairs... 


each step productive of news that’s of vital 


interest to self, to family, to friends 


goes till death itself writes the | 


final story. ¢ Only in newspapers 


news, their unceasing curiosity about what goes on close to home. And only 


there can they find every day the local buying information they need. ¢ Which 
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Serving Consumer Is 


Keynote of Labeling 

To the Editor: Your editorial 
on grade labeling (Ad-libbing, 
Aug. 6) interests me very much. 

Your premise is very much to 
the point. 

If you care to spend five or 
six minutes in reading the en- 
closed reprint I am sure you will 
understand why I do feel that 
your premise is so sound. We 
feel that it is not only to the con- 
sumer’s advantage, but to the ad- 
vantage of our industry, to pro- 
vide consumers with as much fac- 
tual information about a product 
as it is possible to put on a label. 

We do not think that symbols 
can ever give as much useful in- 
formation as simple, standard- 
ized, uniformly-used words. For 
this one reason, and for several 


De ha Ge wie Sa Ts hs WO dh 
This department is a reader’s forum. Letters are welcome. 


other good reasons, we are con- 
fident that the consumer is best 
served by uniform, standardized, 
description. 

If the consumer is best served, 
our industry, in the long run, will 
be best served. 

HAPPER PAYNE, 

Director of Labeling, National 


Canners Association, Wash- 
ington, D. C. 
ee, A 


Fish Liver Oil a 
Source of Concentrates 

To the Editor: Referring to the 
letter of Hugh H. Darby, editor- 
in-chief of American Cookery, 
published in your Aug. 6 issue 
dealing with vitamin fortified 
evaporated milks, you can under- 
stand our concern over his state- 
ment that “at present this fish 
material is not commercially con- 


centratable so it can be used for 
the enrichment of milk — either 
fluid or evaporated.” 

For over 10 years our client, 
Morning Milk Company, has been 
producing Special Morning milk, 
an evaporated milk of high qual- 
ity fortified with 400 U.S.P. units 
of vitamin D and 2000 U.S.P. 
units of vitamin A from fish liver 
oil concentrate, developed by 
White Laboratories. As a mat- 
ter of fact, as the attached med- 
ical magazine reprint points out, 
fish liver oil has been a depend- 
able source of vitamin D since 
Biblical times. 

You may also be interested in 
noting that in 1935 Special Morn- 
ing milk’s vitamin D fortification 
of 400 U.S.P. units was consider- 
ably higher than that of the ir- 
radiated evaporated milks, (135 


PORCUS 


PLAYS GUINEA PIG! 


Sales Manager: I’ve hit a snag on that product development project 
of ours. Production says they can turn it out as a liquid a lot 


cheaper than as a powder. But, I think we’ve got to offer it as a 
powder. The whole trend in the food field is towards dehydration. 


President: Why not make a product test? 


Porcus: Why not, indeed? And better yet, make your test in Iowa! 


Porcus: You see, as a test area, Iowa is unique: 
It’s self-sufficient; has a strong wholesale food 
set-up; and provides a true cross-section of 
American life. Equally important, it’s inex- 
pensive. You can cover 70% of all the urban 
consumers, wholesalers and retailers in the state 
through The Des Moines Sunday Register. 


Covered 
by 


A STATE-WIDE 


Porcus: And if you think that sounds good, 
consider what happens next. By the end of 
the test, your brand and name will be estab- 


lished in a market that isn’t only one of 
America’s “First 20 Cities” but the first from 
a standpoint of what you'll need right now: 
stabilized buying power! 


Metropolitan lowa- 
THE DES MOINES REGISTER ann [TRIBUNE 


URBAN MARKET RANKING AMONG AMERICA‘’S FIRST 20 CITIES 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 


U.S.P. units) and early this year 
all other vitamin-fortified evapor- 
ated milks conceded the 10-year 
controversy to our client by up- 
ping their vitamin fortification to 
equal that of Special Morning 
milk. 

We still feel that fish liver oil 
is the only dependable source of 
vitamin D and that the editor of 
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The DEPENDARLE Source 
of Vitamin "D” 


Special 
MOKNING MILh 


American Cookery should be ac- 
quainted with this product for 
although it was designed espe- 
cially for infant feeding, it is also 


used extensively by adults in 
cooking, baking, etc. Special 
Morning milk, which is_ sold 


through grocers in the 11 western 
states, is not advertised to the 
laity but has gained its leader- 
ship in the infant feeding field 
through the support of the med- 
ical profession. 

R. T. Harris, 

R. T. Harris Advertising 
Agency, Inc., Salt Lake City. 
oF 
A Prophetic Feeling 
of Optimism at Sea 

To the Editor: I have just fin- 
ished reading your 12th issue of 
the Pony Edition of ADVERTISING 
AGE and appreciated it so much I 
thought I’d let you know. 

I’m on a light cruiser out here 
and since we have been at sea 
steadily for the past five weeks 
you can appreciate the pleasure 
I get out of finding the Pony Edi- 
tion in my mail when we occa- 
sionally are slipped ‘some from a 
tanker. 

There is a decidedly optimistic 
feeling in the air out here that 
was absolutely lacking back in 
the days when I was serving 
aboard a cruiser in the Solomons. 
In those days we never thought 
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of when the war would 
just unrolled out into the © sta, 
like a cloud bank, with 1) jj, 
ahead. But now, today, i 


fired some salvos at shor: 


out without a hand being 
reproach. That’s one re: 
are feeling optimistic tod 
a big reason why we are 


tartin 
to think of our futures 


this capacity that I got acquaint 
with ADVERTISING AGE and Indy, 
trial Marketing. Pete Ford, wes 
ern representative of MP 
me your publication regularly ay 
I hope they keep coming. 


the boys 
this service. 
We are all interested in why 


future markets and fields f 
young advertising men will cer 
tainly be welcomed. 


of us service-admen, and 
the Pony Edition galloping! 
RICHARD G. BYRNE, 
Lt. USNR, c/o FPO, Sar 
Francisco. 
[Editor’s Note: Lt. Byrne’s le 
ter was written at sea Aug. 3.] 
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Calls for Greater 


Postwar Optimism 
To the Editor: 
helped win the war. 
less tons of propaganda 


kee 


pushe 


of it was effective. 
of the war you couldn’t find 
single American who ever thoug 
we would lose it! 

But in the two weeks follow 
the surrender some very pron 
nent and powerful Americans hi 
decided to scuttle the optimis! 
formula for good. They pre 
so many millions out of w 
They announce rapid 
sion is impossible. They 
rumors of a depression alread) 
the making. And everybody 2 
gins to talk black talk. 

In war we call such 
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AD-SETTING + ENG 


400 N. RUSH STREET, CHICAGO 11 + WHITEHALL 


and printing—all under one roof...Specially trained me: 


back again. We can lighten your burdens—and at the s ' 
time produce better and more profitable printing for y 
at a saving of time, trouble and money. Phone Whitehall 


WHITEHALL 
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| A IMPOSING group of Sue¢essful advertising execu! ' 
and advertising agencies find this a lucky number. ! 

| ables them to usea service consisting ofad-setting, engra\ ' 
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you so well that you will « 
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is dif 
ferent. Just a short co iple , 
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across the entrance to To! 


} Bay 
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lations, and came steamir» p;, 


en we 


get back home. That’s wh» | 4) 
ADVERTISING AGE so full ©: inte 
est—for maybe in its pages | oy 
find a clue to the future. 

For five years prior to my o 
trance into the Navy in i94)_ 
was on the advertising stag 
Metal Progress, monthly pub) 
tion of the American Society ; 
Metals. It was while serving ; 


Senq 


I was very much interested ; 
seeing that you have set up a jo 
bureau for veterans and I knoy 
will really appreciatg 


the future holds in store for 
so any articles you can print o 


Thanks for your consideratioy 
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aid and comfort to the 
It’s treason. Why in- 


io 
5S 
7}? 


y smart man to be an opti- 
‘Let’s be smart, let’s get 
1, let’s breathe and practice 
ism even more overwhelm- 
_more inspiring than the brand 
turned on during the war. 

need more things than we 
before needed as a people. 
- take us two years to even 
h up with the five years’ con- 
ption we have lost on things 

-e to consume. No business, 

or small, can miss enjoying 
reatest prosperity in the next 
qve years. No individual with 
cuts, energy and brains, ever had 
, better chance to advance his 
own interests. 

Let wise guys tell you of fac- 
tory closings, let economic fools 
prove failure in black and white, 
but let all the rest of us who 
like the feel of success, profits, 
and the plus attitude, be rabid 
optimists! Whether or not we 
have the facts or figures, let’s 
shout the pessimists and depres- 
sijon-makers down with the irre- 
sjstible propaganda of optimism. 

And let’s hurry the day, the 
hour, the minute when every eager 
and hopeful business man can 
get as much paper as he wants for 
his printing, as much space as he 
wants for his advertising in or- 
der to bring on the beneficent 
flood of civilian goods advertis- 
ing) Advertising and optimism 
and prosperity are the three great 
synonyms of our language! 

JAMES T. MANGAN, 

Mangan & Eckland, Chicago. 

. a. ame 
Editorial Hits the Spot 

To the Editor: One of the finest 
things we have had the opportun- 
ity to read, particularly in the 
selling and advertising field, ap- 
peared in your Aug. 20 edition, 
entitled ‘“‘Now It’s Up to Us.” We 
would like permission to reprint 
this in our house organ, “Waco,” 
which goes to sales people mainly 
in the 24 states in which we are 
licensed. 

Would you grant that permis- 
s10n 

R. W. FAULKNER, 

Vice-President, Woodmen Ac- 

cident Company, Lincoln, 

Neb. 

= 
Suggested Slogan 

To the Editor: Winding up my 
fourth year of service I find my- 
self quite out of touch with the 
advertising business. 

Hence I wish to take this op- 
portunity to place in your hands 
an advertising slogan, for disposi- 
tion. which may be of use to one 
or more of the public transporta- 
tion companies: 

“PLEASE MOVE TO THE REAR— 

THE FRONT IS FOR NIMITZ, 

MACARTHUR AND EISENHOWER.” 

GEORGE C. AMES, 

Navy War Correspondent, 

US.S. Portland, c/o FPO, 

San Francisco. 


eo a 

Sees Need for More 
Scientific Writing 

to the Editor: May I add an- 
other point to your sound ideas 
on informative material in ad 
CC and direct mail literature, 
ae\cloped in The Pay-Off in the 
A 13 issue of the AGE? 


facturers as a bridge to the post-| trimmings via the t. o. 
war industrial market. 


| are going 
A gen-|to want the same type of factual 


in peacetime treason? Any- ‘eration of Americans can be said presentation when they get home 
san be pessimistic; it takes|to have been conditioned by the|and sit behind desks as business 


factual approach of this literature | executives reading trade papers 
which gets down to cases immedi-| or direct mail brochures, or when 
ately at take-off and answers the/|they go out into the consumer 
age-old questions every copy-|market to buy a pipe or a new 
writer has ever been confronted|lawn mower. 

with: What is it? What will it) This war development has also 
do for me? How does it work?| brought to the fore a new group 


How do I maintain it and repens | of men and women technical 
it? | writers, trained to dig into a maze 

Millions of men trained to get|of blueprints and engineering 
the facts quickly and without) data, and come up with the facts 


—simply, briefly and intelligently 
prepared. At the side of the 
copywriter, too, stands the new 
illustrator, master of isometric 
and simplified schematic draw- 
ings. 
JOSEPH SAMUELSON, 
Technicopy Associates, New 
York. 


Heads WTCN Video 


Joseph Beck, veteran of two 
years’ service with the Red Cross, 


and former owner of Beck Schoo] | 
for Radio and Recording Studios | 
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in Minneapolis, has joined WTCN, 
Minneapolis, as director of tele- 
vision. 


Vandeburg Joins Ayer 
Clyde M. Vandeburg, formerly 
general manager of the Aircraft 


| War Production Council, has been 


appointed an executive of N. W. 
Ayer & Son, Philadelphia. Pre- 
viously assistant to the president 
of the Packard Motor Car Com- 
pany, Detroit, Mr. Vandeburg was 
also public relations director for 
the Texas, San Divo and San 
Francisco world’s fairs. 


REDBPLOYMENT... 


(0 the American theater 


Home for good! Thar’s the “redeployment” that mil- 
lions of boys impatiently await—while adding up 
discharge points on the back of a letter from home. 


Home— where a sudden shot no longer will mean a 
dive for the nearest ditch, but a chance to swap the 


age-old greetings: “What luck?” and “How're you 


doin’?” Then, a friendly visit— shotguns “stacked” by 
an old rail fence—talking of things that are dear to 


sportsmen. 


Sportsmen? Millions are, or soon will be, on their re- 
turn. Experience proves it. License sales for hunting 


515 MADISON AVENUE 


home. A Mighty Market for everything active men 
want, need, wear out and replace—that’s certain! And 
Field & Stream will influence their buying to an amaz- 
ing extent. That’s certain, too! 


America’s Number One Sportsman's Magazine 


FIELD & STREAM PUBLISHING CO. 
¢« NEW YORK CITY 2? 


Editorial leadership is the soundest background for advertising lead- 


and fishing rocketed after World War I. They'll do ° 


the same after this one, on a bigger scale, for many 
more millions will return to the fields and streams of 


nee Pearl Harbor American 
m™ \ufacturers providing equip- 
mM ot to the armed = services— 


ther horseshoes or gunfire- 
rol mechanisms for B-29’s— 
also been providing the 
Mm st detailed, informative and 
( ise type of direct mail litera- 
te via the technical order. | 
T rough the t. o., millions of| 
erican servicemen have met a 
‘iad of new products of every 
e and have learned to use, re- 
Por, and swear by these war| 
E: igets, 
‘he technical order was early 
ognized by intelligent 


manu- 


ligious zeal and thoroughness. 


ership. That's why Field & Stream celebrates its 50th Golden Year 
as America’s first choice among active, key sportsmen— and its 35th 
year as the number one selection of advertisers — every year. 


Over 300,000 of the cream of American sportsmen —a richly respon- 
sive group — enthusiastically follow Field & Stream— read it with re- 
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Cahn Forms Agency 

Ralph G. Cahn, who recently 
resigned as advertising manager 
of Rosenberg Bros. & Co., San 
Francisco, has opened Ralph G. 


Cahn Advertising Agency, with 
offices at 580 Market St., San 
Francisco, 


Thomas Joins Winter 

Lee Thomas, for the past 10 
years with Standard Oil Company 
of Indiana at Dav enport and Des 
Moines, has been appointed pro- 
duction manager and account ex- 
ecutive of N. A. Winter Adver- 
tising Agency, Des Moines. 


Joins Glen Miller 


Glenn E. Martin, formerly a 
copywriter for Phil Gordon 
Agency, Chicago, and the Chicago 


office of Compton Advertising, 
has joined the copy staff of M. 
Glen Miller, Advertising, Chi- 
cago. 


Joins Ralph Power 

Rufus Bell, merchandising coun- 
sel, has joined the staff of Ralph 
L. Power Advertising, Los An- 
geles, in an advisory capacity 
supervising market surveys for 


electronic products in 11 western | 


states. 


y ELL it TO 


THE TECHNIC] 


25 WEST BROADWAY 


A Nationwide 


sre, 


Electronic Technicians’ Read- 
ing Habits sent free on request. 


NEW YORK 7,N. Y. 


Pump-Priming 
Draws Fire of 
Industry Leaders 


Wallace Denies 
Murray Measure Is 
‘Spending Bill’ 


‘Washington, 
gressional interest in “full em- 
ployment” centered this week on 
the question of whether pump- 
priming should be included in 
whatever machinery government, 
business, labor and _ agriculture 
should establish for maintaining 
a high level of production. 

Commerce Secretary Henry Wal- 


Aug. 29.— Con- 


lace, in an appearance before the 
Senate banking and currency com- 
mittee yesterday, denied that the 
Murray “full employment” bill is 
a “spending bill,’ and lamented 
that “public attention has been 
largely centered on the short run 
provisions—namely those that call 
for government expenditures and 
programs to make up a deficiency 
in market demand and prevent de- 
flation.” 

“The full employment bill,” Mr. 
Wallace insisted, ‘‘contemplates 
that the normal functions of gov- 
ernment shall be exercised on a 
continuing basis in a manner to 
stimulate private consumption and 
private investment, so as to pro- 
duce a climate of fullest oppor- 
tunity for private enterprise to 
maintain and increase levels of 
production and employment.” 

The bill on which Mr. Wallace 
was. testifying announces that 
every citizen is entitled to a job, 


In radio—as in archery—the way to get best results 
is to score the most bullseyes. And WSIX, with an 
increase of 81.5%, in the all-day average Hooper 


for the two years ending in January, is ready to 


send your sales message straight to the target. 
Here's why WSIX can do the job; (I) The best day- 


REPRESENTED NATIONALLY 


AMERICAN 
MUTUAL 


\) Straight fo 
the Targer! 


time Hooperating of any Nashville station. (2) Top 
shows of both AMERICAN and MUTUAL Net- 


works. (3) A very low unit cost for excellent cover- 


age. (4) In this rich Middle Tennessee market over 


a million potential buyers await your "arrow". 


BY THE KATZ AGENCY, 


NASHVILLE 


iH (1 GEE 


it TH 
AHL 


INC. 


r * 
FOR DETAILED 
REFERENCE DATA 
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Advertising Age, Septembe) Adi ertisin 
then sets up consultative \chinllg prominent 
ery to enable government. indyilquestionna 
try, labor and agriculture { Wagner, C 
cuss current business prob -urrer 
estimate the amount of ,pical 
ment that can be provide these 
year ahead. A. E. ! 

Under the bill, the Pre: Is: “SAS 
to forward these estimates ’s pri 
gress, together, when neessapy lish t 
with suggestions for legislation {Mate the ge 
stimulate economic activity eitheli men! in * 
through revision of governme process 
policies, or through governmey governme! 
spending. function i 

Sound Expansion Needed and oe 
our ti ; 

According to Mr. Wallace, ty ~ ie ar 
attainment of a full employmenfi ack pe 
national output “depends on tl jould be 
ability of individual business me public w 
to capitalize on the opportunitigdi mes.” 
for sound expansion.” 

Increase in our postwar prody. Favors 
tive capacity, Secretary Wallac James 
said, “will occur ‘only if busine Graw-Hil 
men visualize the potential expan.d«] accept 
sion of the markets for their prod. ment, in 
ucts; gauge correctly the latenfi of citizen 
wants of consumers; develop newifcible inte 
products, or new markets for oli employm 
ones; improve production method favor of 
so that they can afford to pay highMtinuing < 
wages and still price their outpyi% governmé 
for mass production and mass con-{# nomic pi 
sumption; and unremittingly im-@that it is 
prove their distribution method ciently a 
and their efforts to make theirfMtions of | 
products more attractive to con-§%or how 
sumers.” contribut 

While agreeing that business if private e 
planning boldly for the shift from it is prac 
war production to high peacetime lM inaugura 
production, and that far sighted works ut 
business leaders are looking ahead vance ca 
to the problem of filling the gap ing a d 
in their particular markets whe stimulati: 
there are no longer any deferred MM prise; -I 
demands, Mr. Wallace argued that i emphasis 
business management should not {bill shou 
be saddled with the responsibility HH calculate 
for maintaining full employment from pri 

“Within the limits of competi- vide a p 
tion, and of the profit and _ loss Mf ness acti 
statement, the individual business J substitut 
can often take effective action tof in its ple 
stabilize its own employment and {MM carefully 
output,” he said. in the pi 

Sees National Responsibility anny 

“No individual firm, howeve Harris 
should be expected to employ peo-HB& Willi 
ple producing goods or services ft tion: “] 
which it cannot find a market a! fj the syst 
a reasonable price,” the Secretar but I, : 
stated. “That assurance of ade- voted, al 
quate market opportunity, whic systems 
is essential to full production and suidane 
full employment, is the responsi- meet thi 
bility of all the people, includ- in the | 
ing business management, acting tion al 

|through their chosen representa- which 

‘tives in government. Uri 

“Faced with a shrinking tota oa 
market demand, private busines Appi 

|'under a competitive system cann0! with tl 

‘act collectively to maintain hig! ang 


‘levels of production and employ- 
|ment. Only the government, thé 
;agent of the people, and al! 
| elements of the economy, cal 
|der these conditions take the meas- 
ures necessary to sustain the 'evé 
of sales so as to make it profitabl 
| for private enterprise to continu 
| to produce at high levels of pro- 
| duction.’ 


Industry Gives Views 


The Wallace testimony was 4p- 
parently in answer to doubts @0Uu! 
“full employment bill” 
pressed by business leaders  vh' 
included among nearly 


“the little 
magazine 
with the big 
audience” 


vate col 


Y | : 
a 
ee 
ae | 
} 
SSE ATT SE a 
— 
c= ——a 
tia eee, 
MD ett Vee 
ceil aM, 
Ee : . me, 7 : : We ies m 
a .\° ae 
a 
ian ot ‘ wz hs 
a! a ea 
ee 
ee 
ee 
Se 
; 
f respc 
the mai 
the nee 
have re 
‘lusion 
alone wv 
f priv: 
| es met wi 
: vate ar 
| , = 
r= Ket | 2 ae See la 
a ; ie | rs. a . 
P é ae A> A | = 
: ice of,lennessee's | A. *. * 
A ol Pt Alli Ca ital Cy : SS g = 
: eC Flap It | 1| WH 
( jiles Bk | 4 
a ee an | | | 7 
| a a : 
5000 MUU EEE 980 printed sellir ] 7, 
WATTS mcs KILOCYCLES = gel Le 


/€ nmen 
7€ nmey 


eded 


lace, the 
>] ymen 
; On th 
1ESs mey 
I Lunities 


Produc. 
Wallace 
busines 
©X)Ppan- 
‘ir prod. 
e latent 
lop ney 
for old 
methods 
ay high 
* output 
ass Con. 
gly im. 
methods 
e their 
to con- 


iness js 
ift fron 
acetime 
Sighted 
y ahead 
he gal 
S wher 
leferred 
ed that 
ald not 
sibility 
yment 
ym peti- 
nd loss 
usiness 
‘tion to 
nt and 


ility 

yweve 
YY peo- 
ces fi 
rket at 
cretars 
f ade- 
whic 
on and 
sponsi- 
nclud- 
acting 
senta- 


cannot 
1 higl 
nploy- 
it, the 
ull the 
in un- 


as ap- 


Vy 


»ertising Age, September 3, 1945 


inent citizens responding to a 
‘ionnaire from Sen. Robert F. 
rsoner, chairman of the banking 
‘-urrency committee. 

_yical of the business opinions 
e these: 

A. E. Mallon, Pillsbury Flour 
ic: “As I see it, the govern- 
’s primary responsibility is to 
estavlish the rule of law, and cre- 
ate ne general economic environ- 
ment in which the job-making 


process can flourish... The 
government has an_ important 
function in enforcing competition 


and maintaining competition in 
our national economy. If public 
works are to be utilized during 
slack periods, then machinery 
should be developed to prohibit 
public works during prosperous 
times.” 
Favors Continuing Appraisal 


James H. McGraw Jr., Mc- 
Graw-Hill Publishing Company: 
“Tt accept the principle that gov- 
ment, in common with all groups 
of citizenry, must have a respon- 
sible interest in maintaining full 
employment; I am generally in 
favor of the provisions for a con- 
tinuing appraisal by the federal 
government of the over-all eco- 
nomic picture; I do not believe 
that it is possible to make suffi- 
ciently accurate advance calcula- 
tions of what the level should be 
or how much is likely to be 
contributed by several segments of 
private economic; I do not believe 
it is practicable for government to 
inaugurate a program of public 
works upon the basis of such ad- 
vance calculations without exert- 
ing a depressing rather than a 
stimulating effect on private enter- 
prise; -I think that much more 
emphasis than is provided in the 
bill should be given to measures 
calculated to remove deterrents 
from private enterprise and pro- 
vide a positive stimulus for busi- 
ness activity rather than measures 
substituting government activities 
in its place. I believe further that 
carefully developed programs both 
mn the part of private business and 
government must be formulated 
in an industry and industry basis.” 

Harrison M. Robertson, Brown 
& Williamson Tobacco Corpora- 
tion: “I personally am devoted to 
the system of private enterprise; 
but I, along with others so de- 
voted, am now convinced that such 
systems without government 
guidance and assistance cannot 
meet the conditions that will arise 
in the economy of mass produc- 
tion and concentrated control 
which we now have. 


Urges Monopoly Studies 

“Apparently, we are now met 
With the technological situation 
where large enterprise is neces- 
sary. This large enterprise in pri- 
vate control without a recognition 
if responsibility, is perhaps one of 
the main causes which give rise to 
the need of such legislation as 


“After many years of thought I 
ve reluctantly come to the con- 
nm that the anti-trdst laws 
ne will not preserve the system 
private free enterprise. We are 
' with the dilemma that ‘pri- 
and free’ enterprise of large 


160° 


INDUSTRIES 
» 


~ 


WISCONSIN'S SECOND 
INDUSTRIAL AREA 


e JOURNAL-TIMES 


RACINE. WISCONSIN THE ALN KIAPP (0 PEPRESENTITVES 


business frequently—too frequent- 
ly—does not result in what is best 
for the operators of such business, 
whose welfare of course is inevit- 
ably dependent upon the welfare 
of the country.” 

Mr. Robertson then suggested that 
the planning committee might 
consider studies of the concentra- 
tion of wealth and power in various 
important industries. In the to- 
bacco industry, he said, it might 
seek facts about the concentration 
of that business, “showing the few 


companies who control through 
trademarks and otherwise practi- 
cally all the business, and who 


follow certain uniform pricing 
policies, etc.” 
Such studies, he _ explained, 


“might show where many laws, 
whether originally so designed for 
such purposes or not, now exist 
upon which have been built up a 
monopoly or control of an indus- 
try and which result in competi- 
tion as a leavening force being 
difficult if not impossible.” 


¥ 
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use. It has formerly been used 
for industrial purposes. The cam- 
paign will expand later to maga- 
zines and newspapers. through 
Lee-Stockman, Inc., New York. 


McManus Transfers 


John M. McManus has been ap- 
pointed advertising director of 
the Buffalo store of E. W. Edwards 
& Son, succeeding Paul Welsh, 
who has resigned. Mr. McManus 
was formerly advertising head of 
the company’s Syracuse store. 


—_ 


cehiiaiieetnatatatle 
SIGNS OF LONG LIFE” 


FOR QUANTITY BUYERS | 


Pentone Seeks Expansion 
THE ARTKRAFT* SIGN CO. | 


Pentone Company, Tenafly, N. J., 
manufacturer of liquid soap, on ff 
Oct. 1 is starting a test campaign The World's Largest Monufocturers of 
in New Jersey newspapers to pro- All Types of Signs 
mote its product for household seer aainene 


Division of 
Artkraft Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


New England. 


THE YANKEE NETWORK 


4" * 7 TRE 
7t 


a ad 
¥ 
“> 


OR NEARLY a quarter of a century The Yankee 
Network has been a part of every day life in 


In war or peacetime it has entered the homes and 
lives of the people to an extent unparalleled in this 
area. It has given to an ever growing audience the 
finest in music, comedy, drama, educational pro- 
grams, sports and news. 

Yankee is and always has been the first network 
in New England — by the completeness of its all- 
over coverage, the directness and intimacy of its 
local penetration, by being identified with local 


As New England as “Main Street” 


business and the home interests of its listeners. 

Yankee's 23 hometown stations cover the indus- 
trial cities with their concentrated populations and 
suburban residential areas, the smaller cities, towns 
and villages. Every neighborhood shopping center 
comes within the friendly influence of one of its 
stations. 

The Yankee Network is as much a part of New 
England as the transportation systems, the indus- 
tries, the schools, the local governments. As such, 
it is the most far reaching and cohesive sales organi- 
zation in New England. 


pteceptance ¢2 THE YANKEE NETWORK'S Houndation 


THE YANKEE NETWORK, 


INC. 


Member of the Mutual Broadcasting System 


21 BROOKLINE AVENUE, BOSTON 15, MASS. 


Represented Nationally by EDWARD PETRY & CO., INC. 
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City-wide Group 
Starts Drive to 
‘Sell’ New Orleans 


New Orleans, Aug. 30.—Greater 
New Orleans, Inc., a_ citizens’ 
group, will fire the opening gun 
next week in a six-month adver- 
tising campaign designed to help 
“sell New Orleans to the world as 
it has never been sold before.” 

Initial copy in the still flexible 
campaign is to run in newspapers 
of Chicago, St. Louis, Washington 
and other key cities, with the 
schedule to be increased as the 
new organization improves its fa- 
cilities. Later on, industrial and 
shipping publications are to be 
added, as well as some class pub- 
lications reaching the tourist trade. 

The account will be handled 
jointly by Bauerlein and Fitzger- 
ald Advertising Agency, with the 
full amount to be spent on the 
opening drive still to be deter- 
mined. 

Organization of the group was 


announced by Herbert J. 
Schwartz, president of Greater 
New Orleans and of Maison 
Blanche Company, one of the 
city’s oldest and largest depart- 
ment stores. Other officers, repre- 
senting a _ cross-section of the 
city’s industrial and civic life, in- 
clude Lester F. Alexander, presi- 
dent of the New Orleans Tide- 
water Association, vice-president; 
John F. Tims Jr., vice-president 
and treasurer of the New Orleans 
Times-Picayune, treasurer, and 
Joseph M. Jones, director of Pen- 
ick & Ford Ltd., secretary. Direc- 
tors include Rev. Thomas J. 
Shields, president of Loyola Uni- 
versity and directing head of 
Station WWL; Ralph Nicholson, 
publisher of New Orleans Item, 
and William B. Wisdom, head of 
a New Orleans advertising agency 
bearing his name. 

Purpose of the organization, Mr. 
Schwartz said, will be “to pub- 
licize the business aspects and 
opportunities of the community 
and to present New Orleans in its 
true light as one of the great ports 


of the world, gateway to Latin 
America, and to show its close re- 
lationship to the Mississippi Val- 
ley.” 

New Orleans’ tourist business 
also will be stressed, he said, and 
emphasis will be placed on the 
city’s industrial, manufacturing 
and shipping opportunities with 
the object of building present pay- 
rolls and adding new ones. 

Copy in the initial ads will 
stress the proposed tidewater canal 
from New Orleans to the Gulf of 
Mexico, calling attention to the 
advantages midwestern communi- 
ties will derive from this project. 


Esty Promotes Taylor 

Rolland W. Taylor, account 
executive with William Esty & 
Co. New York, has been promoted 
to vice-president. 


Allen Expands Series 

J. P. Allen & Co., Atlanta, Ga., 
has supplemented its institutional 
newspaper campaign with na- 
tional magazine advertising 
through Spadea Advertising 
Agency, New York. 


JOHN H. PERRY, publisher of the Jacksonville Journal, Pensacola News- © 
~ Journal, Panama City News-Herald and other Florida newspapers, 


writes: 


"I want to congratulate you on the advertise— 
ment and the great public service you are 
rendering in such advertising." 


John Perry is a sportsman as well as a publisher. 


As the owner of a 3,000-acre game farm he realizes the urgency of building up 
America’s wildlife reserves now in order that there will be plenty of fishing and 
hunting for the 26,000,000 men who will come trooping back to our fields, forests 
and waters after the war. 


Consequently, when OUTDOOR LIFE’S nation-wide campaign reached his notice, 
Mr. Perry unhesitatingly endorsed it, adding, “it will undoubtedly react to the benefit 


of OUTDOOR LIFE.” 
It has. 


From all over the country —wherever our campaign is running in the United States 
and Canada—we have had most favorable comments and reports. 


But we are not looking for compliments. 


We are simply seeking to make people realize that outdoor life is big business; 
that unless they are prepared for the 50% increase in fishing and hunting activity 
that is coming, they may well lose a $4,000,000,000-a-year “industry” that affects the 
welfare of everyone—sportsman or not. 


Because of such long-range, realistic editorial thinking; because of the good will and 
attention it is attracting, OUTDOOR LIFE has become even more important in the 
eyes of its readers .. . and, for that reason, more important to any advertiser who has 


anything to sell to men. 


Outdoor Life 


Jhe magazine of ditcriminaling goviamer 


353 FOURTH AVENUE, NEW YORK 10, N. Y. 
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Barbara Jane Slockbower, daughter of George P. Slockb: ver, 


exec. v.p. & publicity director of L. Bamberger & Co., Nev ark oi Pm 
was married Aug. 15 in Glendale, Cal., to Ens. Robert M. rti;, Si ae 
Schaeberle, USNR, on leave after service in the Pacific. . . sg, 9°’ 4g; 
Gilbert R. Lesser, v.p. on leave from the Emil Mogul Co., | ;, 9°’ re 
Hollywood attached to the —— 
Armed Forces Radio Service ing 
where he is aiding in planning er nol 
production of transcribed radio - ti al 
programs for hospitals and Ne sted 
hospital ships throughout the seomtgge 
world. He’ll also instruct at pry 
the AFRS school for hospital ‘ anne , 
broadcasting in Los An- — Ww 
geles. .. sherwin 
Joe E. Lowes Jr., director of cl evelan 
public relations of Fairchild ‘we are 
Engine & Airplane Corp., was ertain | 
one of a group of fishermen pein el 
who took along on a recent we find 
ten-day boat expedition to the this ms 
Outer Banks of North Caro- pletely 
lina an eight-year-old tomboy uitoes.’ 
Susu Sharpe. Story of trip, ri wa 
complete with illustrations, where. 
appears in the Aug. 18 SEP... The d 
Maj. Karyl Van Benthuysen, testing 
formerly in the ad dep’t of wall fin 
Better Homes & Gardens, and about a 
now with the 100th infantry FOR VETS—Don Wilson, ad manager of effective 
div. of the 7th Army in Ger- Wilson & Co., Chicago, presents a bar. insects. 
many, directed the schematic el of golf clubs and a dozen bags, con. A De 
drawings of the Century divi- tributed by the packing company's gen. howeve: 
sion’s movements in action ¢f4! office employes, to C. W. Markham oa rea 
through France and Germany of the Red Cross Camp & Hospital Com. i Oe 
which are now being published mittee for distribution to veterans hos. gg 
pene : pitalized in the Chicago area. - 
for distribution free to every action 
man in the division. . . been a: 
Gene Sitterley has returned from 24 months’ sea duty with Task Herct 
Force 58 to resume his prewar duties as president of J. E. Sitterley told Ar 
& Sons, New York publisher of the export magazine Guia... manufa 
Jack Rodger, vice-president and western manager of McGraw- not be 
Hill in Chicago, is making a good recovery at Grant Hospital from een 
an operation. Jack has been ill for several weeks, but his friends West. 


are assured that he is now making rapid progress toward com- 
plete recovery... 

Ralph Harris, who heads his own New York agency, is the author 
of an article on cosmetic selling in American Druggist’s Sept. issue... 
Wilder Hobson, an ed. of Fortune, and Verna Harrison of New York, 
daughter of Francis Burton Harrison, Gov. Gen’! of the Philippines 
during the Wilson administration, were married in Portland, Me., 
AMS TT « « 


Richard P. Cooke, Wall Street 
Journal’s aviation ed., is father 
of a son born Aug. 20 at Le Roy ; 
Sanitarium, N. Y. And the * 
day before, 8 lb., 5 oz. Fred- { ? 
erick George was born to Fred 
Smith, v.p. in charge of adv., 
promotion & research at Amer- 
ican Broadcasting Co., and Mrs. 
Smith at Margaret Hague Hos- 
pital in Jersey City. The baby 


— — 


was named after Mr. Smith’s ; 
father, whose birthday was also 
Aug. 19... 


William F. Brooks, NBC direc- 
tor of news & internat’! relations, 
is off on a trip through South 
America to set up news bureaus 


ee as 


ia in Brazil, Uruguay, Argentina, ‘ : 
yy ‘ and Chile. . . Fleur Fenton, exec. 
v.p. of Dorland International- 


APPRECIATION—Paul S. Willis, presi- 
dent, Grocery Manufacturers of Amer- 
ica, received these flowers from H. H. 
Wheeler, president of Sandy Valley 
Grocery Co., Ashland, Ky., whose ads 
have featured activities of various Miss 
Americas. The gift didn't denote nomi- 
nation as Mr. America, Mr. Willis 
found, but was an expression of ap- 
preciation for his "stellar leadership." 


Pettingell & Fenton, left Aug. 22 
for a month abroad, to visit 
London, Paris, and Berlin. . . 


A 6 lb., 8 oz. daughter, Sharon, 
was born Aug. 22 to NBC’s press 
dep’t managing ed., Jim McLe«n, 
and Mrs. McLean at Norw.\k 
(Conn.) General Hospital. 
Frederick W. Gehle, v.p. °! 
Chase Nat’] Bank in N. Y., will follow up his work as chairman °f . 
the N. Y. War Finance Committee during the 6th and 7th \ avertisi 
Loans by conducting the forthcoming Victory Loan drive in N. * 


state. . . rt Me 
Bush Barnum, publicity director at Benton & Bowles, lost lire: 


assistant the last week in August when Jane Peck resigned to | °- all sires 
come the bride of war correspondent George Lait. . . 

Henry J. Smith and Warren G. Hoffman of Hitchcock Publish & 
Co., Chicago, have returned from a business junket to Latin Am ~- 
ica. .. Maj. Charles H. Smith, vice-pres. of the Knoxville Publis! 
Co., is back at his desk after serving for three years with the A! 
air forces. .. 

Capt. Francis J. Connaughton, a Parade exec. at the time 
entered the Army, and for many years previously head of the 
dept. of the New York Times, is now press, radio and public r 
tions officer with the Military Government of Bavaria... pan on 

Guy S. Dunbar, pres. and gen’l mgr. of Kburroughs Wellcom« 
Co., New York, has returned from a two-months’ business tri} 
London. . 
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| Pcint Companies 
/ Will Introduce 
4 » 
New DDT Mixes 
New York, Aug. 30.—The dis- 
bower, ove y that war-created DDT in- 
“d rk, oot ide, now being released for 
M Un BB ivican use (AA, Aug. 27), wiil 
Set. flies from rooms when 


repe. ; 
= mixed with wall paint, probably 


will be promoted soon by several 
paint manufacturers, 

Carbola Chemical Company, 
Natural Bridge, N Y., has ap- 
pointed Cecil & Presbrey, New 
York, as agency for Carbola-DDT, 
a cold water non-toxic paint con- 
taining the insecticide. 

A. W. Steudel, president of 
Sherwin - Williams Company, 
Cleveland, has announced that 
“we are conducting tests using a 
certain percentage of DDT in our 
resin emulsion wall paint, and 
we find that rooms painted with 
this material have been com- 
pletely freed of flies and mos- 
quitoes.” He said that the mix- 
ture was equally effective every- 
where. 

The du Pont company has been 
testing several types of interior 
wall finishes containing DDT for 
about a year, and has found them 
effective against several types of 
insects. 

A Devoe & Raynolds executive, 
however, said that “we are not 
yet ready to announce our deci- 
sion as regards the use of DDT 
in paint because its final toxic 
action On humans has not yet 
been ascertained.” 

Hercules Powder Company has 


1 Task 
tterley 

manufacture DDT, “but this will 
x7raw- 
| from 
riends 
com- , 


sumer market.” 
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A SHOT IN THE,ARM 
} for Tired Advertising 
wat WN 


HING like EYE*CATCHERS ever 


duced before . . . the talk of the 
Val ver’ sing world. An outstanding success 
7 Y ld only by mail ZJt’s got to be good. 
Every month - « - 100 new, smartly mer- 
, chand sed photographic eye catchers to give 
t pont and potency to your promotions. All 
‘tuations ... all kinds of businesses . . . 
) bee ill sivos . . . ONE PRICE. 
by New York’s top models . . shot 
t : wn big studio Inspirational, clever, 
° ' -ACTICAL GREAT FOR IDEA 
T ° A vast library of over 10,000 sub- 
} , t meet every advertising need... 
5 IN YOUR OWN OFFICE. 
\TCHERS brings you a monthly re- 
100 high class, dignified timely 
n subjects ... equal to any you 
‘YWHERE .. . at a tremendous 
n cost. 
FR SF, proofs and details of unique, 
: ““4 MONEY SAVING subscription 
var om request. No obligation. NO SALES- 
{E Write Now! 
t 
' t * 10 E. 38th St. 
; EY CATCHERS, Inc. New York {6 
- 2 i ee 
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tion issued a news release point- 
ing out that “DDT-filled bombs, 


‘| produced at the rate of more than 


1,300,000 a month by Westing- 
house alone, are now helping 
Yanks fight the insect enemy in 
the Pacific.” 


Gary Paper Disputes 
WPB Paper Ruling 


The regional WPB office an- 
nounced last week that Gary 
Printing & Publishing Com- 
pany, publisher of the Post Trib- 


une, Gary, Ind., had agreed to a| Corporation, Cleveland, has been 


reduction of its newsprint by 37.7} 
tons for the fourth quarter of 1945 | 


jand the first three quarters of | 


1946, as a result of using 150 tons 
in excess of its quota during 1945. 
The Post Tribune, however, in- 
formed ADVERTISING AGE that it 
has not agreed to the reduction 
and will not do so, and that the 
WPB action was taken without 
notification to the company. 


Republic Promotes 
N. J. Clarke, vice-president in 
charge of sales of Republic Steel 


named senior vice-president. He 
will be succeeded by J. M. Schlen- 


cs 


Maize-Products to K&E 


American Maize-Products Cor- 


dorf, who has been assistant vice-| poration, New York, manufacturer 


president in charge of sales. 


Joins Donnelley 


Stan Stanislaus, formerly editor | 


of “Shell Progress,’ published by 
Shell Oil Company, has been ap- 
pointed San Francisco manager 
of Reuben H. Donnelley Corpora- 
tion’s direct mail and merchan- 
dising division. Offices have been 
opened in the De Young building 
to service Bay area clients. 


of Amaizo syrups, oil and 
| Starches, has appointed Kenyon 
|& Eckhardt, Inc., New York, to 
|handle advertising, effective im- 
mediately. 
Bass to Mitchell 

Sydney Bass, associated with 
Audio Productions, Inc., during 


the war, producing Navy training 
films, has joined Mitchell Adver- 
tising Agency, New York. 


told ADVERTISING AGE that it will | 
not be sold directly to the con- | 


Westinghouse Electric Corpora- 


buying power! 


DEMOCRAT BUILDING, ST. 


LOUIS * 


ECAUSE the South’s good 
earth furnishes a virtu- 


ally inexhaustible sup- 


The South is a new market, a rich 
market with a future—and now is the 
time to reach it with HOLLAND’S— 
the Magazine of today’s New South! 


Holland’ 


The Magazine of the Meu South 


52 VANDERBILT AVENUE, NEW YORK * 75 E. WACKER DRIVE, CHICAGO * 205 GLOBE- 
SIMPSON-REILLY, LTD., 


RUSS BUILDING, SAN FRANCISCO, CALIF. * GARFIELD BUILDING, LOS ANGELES, CALIF. 


West Coast Representatives: 


DALLAS, TEXAS 


ply of raw materials, the ceramics industry is destined to 
become a major postwar business in the New South. Clay 
deposits among the largest and finest in the world, coupled with 
an ample supply of fuel, labor and ideal climatic conditions 
make the South a “natural” for the manufacture of ceramics. 
This new industry will put millions of dollars into the pocket 
of an already wealthy Southland...a Southland with the 


nation’s greatest increases in civilian population and per capita 
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COVERAGE 


% Holland's goes to ‘best family’’ homes — homes 


YOU GET BETTER 
WITH HOLLANDS 


that have money to spend for new cars, refrigerators, 
clothes, food, drugs and every kind of accesscry and 
necessity for the home and family. And — whether 
you use leading general magazines, leading women's 
magazines or leading magazines in the shelter group 
— unless you include HOLLAND'S, your ad will lack 


from 14% to 30% of the coverage you get through- 
out the rest of the nation. Look at the chart below 


and see why you get better coverage of the South — 


with HOLLAND'S. 


2 Leading 
General 
Magazines 


86.4% of National Average 


Without Holland's 


3 Leading 


Women's 


Magazines 


86.25% of National Average 
Without Holland's 


105% WITH HOLLAND'S 


2 Leading 
Shelter 
Magazines 


70.50% of National Aver- 
age Without Holland's 
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Heckman Leaves Welch 


W. Heckman has resigned as 
vice-president and director of the 
Welch Grape Juice Company, 
Westfield, N. Y. He has served 
the company as district manager 
in New England and New York 
areas and later as general sales 
and export manager. 


“Cover Catholic. 
Schools, Churches, 
and Institutions 
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135 W. WELLS ST., MILWAUKEE 3, WIS. 


Civilian Goods Production 
Expands in Many Fields 


Reconversion Dates, 
New Products Listed 
by Manufacturers 


Chicago, Aug. 30.—With every- 
thing from waffle bakers to per- 
sonal planes on their list, manu- 
facturers stepped up peacetime 
production this week in the rush 
to reach long-ready civilian mar- 
kets. 

While 
start of 


the 
or 


announced 
production 


some 
actual 


forthcoming dates for household 
appliances to come off the as- 
sembly line, other companies 
promised quick action on brand 
new products, including at least 
one “first’—a portable water 
cooler, 

Norge division of Borg-Warner 
Corporation, Detroit, disclosed de- 
tails of the portable water cooler, 
which is expected to appeal not 
only to home owners but to offices, 
hospitals, hotels and clubs. Two 
additional new products, a home 
and farm freezer and automatic 


cycle washer, are to be added to 
the Norge line of household ap- 
pliances, which includes refrigera- 
tors, gas and electric ranges, 
standard washing machines and 
home heaters. The new products 
will be marketed through the com- 
pany’s dealers as soon as condi- 
tions permit mass production, and 
Norge as yet has set no actual 
production dates. 


Starts Water Heaters 


Production of the first postwar 
electric ranges and water heaters 
started this week at the Chicago 
plants of General Electric (Hot- 
point) Appliance Company. Other 
appliances will get under way next 
month. Hotpoint’s electric refrig- 
erators, automatic electric dish- 
washers, garbage disposals, wash- 
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Yes, Pittsburgh is lucky. Because unlike so many of the nation’s boom-towns, 


Lucky Pittsburgh needs no time out for reconversion. 


Our mills and mines and 


factories are moving from War to Peace with no pause in pay-checks 


and no break in buying. That's why business is so 


constant and good — and that's why your sales will keep 


going and growing in Lucky Pittsburgh — especially if you keep telling 


and selling your story in Lucky Pittsburgh's Post-Gazette. 


THE NEWSPAPERS ARE THE GREATEST 


ADVERTISING MEDIUM 


IN. AMERICA 


Geceause 


no other medium is so intensely local in character . 


covers such a wide range of the people's local interests. 


New York e Chicago 


PAUL 


e Philadelphia ° Beston bd 


Pittsburgh 
POST-GAZETTE 


One of America's Gat 


Detroit e San Francisco e 


los Angeles e 


Newspapers 


REPRESENTED NATIONALLY BY 
BLOCK AND ASSOCIATES 


Seattle 


Advertising Age, September 1945 


ing machines, electric ironer 


é . lec. 
_tric tumbler driers, and met Wall 
and base cabinets will noi liffer 
greatly from prewar mode] Pre. 


viously announced auton atj, 
washers and home freezer. jy 
not get into immediate p> iqyo. 
tion. 

The first of General 
Company’s postwar electric 
ing machines rolled off { 


Electric 


wend 
vaSh-~ 


sembly lines at Bridgeport, “ony 
last week and within 60 ‘5 
days the company expects io be 
building 800 washers daily. Hom, 
radio manufacturing is to stay 


Oct. 1, with production o: 
vision and FM sets to follo 
afterward. 


tele. 


SOon 


Westinghouse in Actioy 


Production schedules just ap. 
nounced by the Westinghouse Elec. 
tric Appliance division plant 
Mansfield, O., include: Electr: 
irons, already under way; electr;j 
roasters, beginning this wee, 
electric refrigerators, about Sep} 
15; electric ranges, the last hal 
of September; and the Laundro. 
mat, automatic cycle  washe 
shortly thereafter. During _ the 
next two months the company ex. 
pects to near peak production of 
small appliances such as electric 
heaters, waffle bakers, percolator: 
and sandwich grills. 

Crosley Corporation, Cincinnati 
which plans 1,400,000 home radios 
and 450,000 electric refrigerator; 
during the first full year of post- 
war operation, will launch pr. 
duction of the radio receivers in 
September, on a small scale at 
first. Its Richmond, Ind., refrig. 
erator plant is partly reconverted 
and is ready to produce 600 Shel- 
vador refrigerators daily wher 
materials are available. 


Radios Within 60 Days 


Distributors for Admiral Corpo- 
ration, Chicago, have been advised 
to expect a limited number of 
radios within 60 days. More 
ample consignments are promised 
for the Thanksgiving-Christmas 
period, with an eventual daily 
capacity of 10,000 radios and 6,000 
automatic record changers, Ad- 
miral expects to exceed its July- 
December quota of 16,000 re- 
frigerators, with production start- 
ing in September, although these 
go into the government stockpile 
Electric ranges for dealer display 
are promised by mid-December 

The John Meck Industries, Ply- 
mouth, -Ind., claiming the first 
postwar radio production, started 
work Aug. 21 on a five-tube table 
model, “Trail Blazer.” Produc- 
tion of 2,000 sets a day is expected 
shortly, with first shipments }) 
mid-September. It also will pr 
duce consoles and radio-phono- 
graph sets. 


Shipments Already Made 


For the amateur radio field 
shortwave listeners, Siallicrafter 
Company, Chicago, has already 
swung into production of hig! 
frequency radio receivers anc re- 
ports a limited number of -hip- 
ments of this type of equipment 
| The sets are built for short 
| and standard broadcast rece 
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Aa 
ojl as FM on either the new 
" od bands. Later Hallicrafters 
iJ] expand activities to include 
and electronic equipment 
craft, railroads, trucks and 


es. for marine and ship-to- 
nore use, and civilian handie- 
balkic sets. 


“, new line of centrifuge sepa- 
will head the list of peace- 
products of Columbia Ma- 
shine Works, Inc... Brooklyn 
‘diary of Maguire Industries, 
four types are to be pro- 
ice 

rhe Trane Company, La Crosse, 


wis, maker of heating, air condi- 


foning, air handling and heat ex- 
hange equipment, has announced 
postwar expansion program 


more than doubling present facili- 
ties. With a substantial backlog 
of civilian orders and practically 
, retooling necessary, manufac- 
ring is being started promptly. 


Plans Late °45 Deliveries 


First deliveries of postwar air- 
plane models planned by Harlow 
Aircraft Company, Alhambra, Cal., 
are scheduled for late 1945. The 
arm will feature a line of Harlow 


Cadet two-place training and 
sports airplanes, and four-place 
all-metal personal planes, and 


has appointed West-Marquis, Los 
Angeles and San Francisco 
agency, to handle an extensive 
consumer and trade publication 
ad campaign which will be 
launched shortly. 

At Dallas, Tex., the first of the 
new Silvaire all-metal personal 
planes produced by Luscombe Air- 
plane Corporation is undergoing 
final test flights and additional 
planes are under construction on 
a new assembly line. At least 
1,000 Silvaires are scheduled for 
completion by the end of the 
year, 

Chris-Craft Corporation’s three 
Algonac, Mich., plants have com- 
pletely reconverted and 1946 boat 
models will be ready for ship- 
ment early in September. Wayne 
Pickell, general sales manager, 
predicts that sales during the next 
few years will exceed even the 
company’s wartime production of 
landing boats for the Navy. 
Toastmaster Products division, 
McGraw Electric Company, Elgin, 
Ill, will soon have its products 
ming off the production lines, 
with initial work concentrated on 
the four-slice automatic toaster. 

Eureka Vacuum Cleaner Com- 
pany, Detroit, started production 
Aug. 27 and expects to reach vol- 
ume output by Jan. 1. Next week 
it starts work on a cordless elec- 
trie iron, a part of its expanded 
ostwar line of home appliances 
which also includes an electric 
waste food disposal unit for home 
‘itchens. Its Williams Oil-O-Matic 
division at Bloomington, IIL, has 
lready resumed peacetime pro- 
uction, 

Hamilton Radio Corporation, 
New York, expects to be produc- 
ng Olympic radios within the 
ext eight weeks, with table 


_—. 


‘ It’s up to you! 
2W MUCH Europe, Asia, and 
wh the Pacific oil fields 
p vou will be rebuilt. Very 
REPLACE? Miiearacater 
- standing. 


telling your story to the 
who are planning the 


- ae 
, is the time for you to ¢ 
ay 
by J} 


vilitation. They are now / 
ng for fueure delivery. Z» 


Ae 
io 


WORLD PETROLEUM 


/nc the Management of 
‘EX W. WADMAN 


WoST 45TH STREET + NEW YORK 19,N Y 


models getting the first call. A 
complete line, as well as television 
sets, is planned, 


‘House & Garden’ 
Makes Furniture Survey 


Interviews covering more than 


4,000 homes to determine the fur- 
niture buying intentions of people 
in all 
conducted by Stewart, Brown & 
Associates, New York, for House 
& Garden, which is underwriting 
the survey, and the Furniture Re- 
search Advisory Committee, spon- 
sor. 


income groups are being 


The committee represents the 


National Association of Furniture 
Manufacturers, 
ture 
and National Retail Furniture As- 
sociation. Information on most de- 
sired items, reasons why people 


Southern Furni- 


Manufacturers Association 


intend to buy new furniture, pref- 
erences in size, style, color, etc., 
consumer opinions of the industry, 
retail dealers and trade practices, 
etc., will be compiled for distri- 
bution late this fall by House & 
Garden’s national research divi- 
s10n, 


Ads Seek Employes 

United States Rubber Company, 
Naugatuck, Conn. has _ placed 
large ads in newspapers of sur- 
rounding communities declaring 
that permanent jobs are available 
for 2,000 workers on rubber foot- 
wear work. 


Collins to Penn Salt 


George T. Collins, formerly 
with the Barrett division of Al- 
lied Chemical & Dye Corporation, 
New York, has been appointed as- 


sistant manager of market 
search of the Pennsylvania Salt 
Mfg. Company, Philadelphia. 


Eatough Joins KMBC 

Charles Eatough, since 1942 
with The Katz Agency, will join 
KMBC, Kansas City, on Oct. 1, in 
charge of regional sales. He suc- 
ceeds Miller C. Robertson, who 
was recently appointed sales man- 
ager of KSTP, St. Paul. 


To Weiss & Geller 


New Haven Clock Company, 
New York, has appointed Weiss 
& Geller, New York, to handle its 
account. 


Card Acc’t to Hamburger 


Earle & Ball, Inc., manufacturer 
of greeting cards, has appointed 


re- | Edw 


ard Hamburger 
Company, New York, to handie 
| its account. 


Advertising 


Business publications 


| will be used. 


ERY MARKET? 


See Bakers Weekly's 
“Aditorial” on page 44, this 
issue, Advertising Age 
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RODUCT 


SYMBOL OF 


EXCELLENCE 


THIS TRADEMARK represents top quality and value in 
a beverage. People the world over know this to be 
true. Top quality advertising reflects the high stand- 
ards maintained in the production of COCA-COLA. 
For years we have been privileged to develop 
and produce much of the lithographed display 
material carrying those messages on the highways 
and at points of purchase —wall cards, counter 
displays, window displays, back bar displays, 24- 
sheet posters, store posters. The name FORBES, too, 
has become a symbol of product excellence during 
our 83 years of service to many American indus- 
tries. This experience can help YOU in developing 
fruitful duration and postwar advertising material. 
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Bigger Campaigns 
Introduce Better 
Postwar Gasolines 


New York, Aug. 29.—With the 
ink hardly dry on government 
regulations slashing gasoline re- 
strictions and promising an early 
return to premium quality gaso- 
lines, all major gasoline refining 
companies this week swung into 
high gear with large-space news- 
paper copy announcing finer gas 
than ever before. 

Leading the bandwagon was 
Standard Oil Company of New 
Jersey, which hit its list of hun- 
dreds of newspapers from Maine 
to Louisiana on Aug. 16 with a 
large-space ad on “the coming of 
the finest gasoline ever sold at 
the Esso sign.” 

Esso’s ad department, together 
with members of McCann-Erick- 
son’s Esso group, worked through 


most of the night Aug. 14, after 


President Truman’s announcement | 
and | 
ithe following day top Esso ex-| 


of the Japanese surrender, 


'ecutives stood by to make last 
minute changes. The ad _ was 
| wired to newspapers, about whom 
| Esso ad and sales promotion man- 
|ager R. M. Gray said: “Esso Mar- 
keters long ago discovered, and 
this occasion proves it dramati- 
cally, that the newspapers of 
America are ideally suited to the 
advertiser with a news story to 
tell in a hurry.” 


Wording Is Changed 


Monday of this week Esso fol- 
lowed up the initial ad with one 
of 640 and 1,000 lines announcing 
“They’re on the way « » ew 
Esso and Esso Extra. The finest 
gasolines ever sold at the Esso 
sign!” But by Tuesday, this copy 
carried a small change in word- 
ing—“greatest” had been substi- 
tuted for “finest.’’ 

Behind this alteration may have 
/been the Gulf Oil Corporation ad- 
| vertisement, in 600 and 1,000 lines 


lin Gulf territory extending from 


a, 


Cy Oe) 
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& | a oe , 
3 FINE BREWS BLENDED INTO ONE GREAT BEER 


CONTINUES THEME—Pabst Brewing Co., Milwaukee has released the third 

24-sheet poster in its 1945 series, continuing the brewer's “happily blended" 

theme. The full-color poster will be displayed in all sections of the country. 
Warwick & Legler, New York, is the agency. 


Maine to Texas and roughly west 
to the Mississippi, announcing 
“Now on their way to you! The 
finest gasolines that Gulf has ever 
made!” Gulf advertising is pre- 
pared by Young & Rubicam, Inc. 
Promises ‘Giant Power’ 

Tide Water Associated Oil Com- 
pany, which advertises in an ex- 
tensive list of papers throughout 


the country, placed this week 
through Lennen & Mitchell, 500 
and 1,000-line copy announcing 
“Giant power is coming!” A box 
insert prominently explains, ‘‘Pre- 
war gas now!” with bulk of the 
message devoted to describing 
“New Tydol Flying-A (as) a new 
breed ...a breed of giants. . 

born of the latest, most advanced 


We don’t know who gets more out of it 


W:: DO KNOW that for over 20 years the 


Oregon Journal has “got down on the floor” and out 
on the playground and had fun all over the Oregon 
Country with more than 600,000 boys and girls known 
as the Oregon Journal Juniors. 

The Journal Juniors is a purely voluntary organiza- 
tion. No subscription to The Journal is demanded. 
There are no dues, no special incentives offered. The 
boys and girls join because they want to, because the 
Journal Juniors is their organization! 

During the past 20 years more than 600,000 boys 
and girls have been enrolled as Journal Juniors. This 
year there are over 50,000 active members. They and 


their families become 


loyal Journal readers. To them, 


the Oregon Journal is more than a newspaper; it is a 
welcome friend in their home. This intimate reader 
relationship definitely enhances The Journal's value 
to you as an advertising medium. 


The Oregon Journal Juniors is one of many 
distinctive features that have made The Journal 


i 

i + 
ire 
NW 


grow into the hearts and lives of the commu- 


nity it serves. Littlke wonder that The Journal 


continues to be Portland's favorite newspaper, 


offering advertisers the largest circulation in 
its history, both daily and Sunday! 


... Fhe Journal... 
or Junior...or You! 


Fun for both The Journal and the Juniors includes 
a daily column in the paper, model airplane races, 
dramatics, collectors’ clubs, baton twirling, dancing, 
model boat racing, Victory Gardening—and these are 


only a few! 


Grand climax to each week of Journal Junior ac- 
tivities is the Saturday morning KALE radio show 
put on by the youngsters themselves. They tap dance, 
tootle horns, play the piano, act, yodel and just sing — 
all the exciting and occasionally remarkable things 


children like to do. 
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PORTLAND, OREGON ~ 
Afternoon and Sunday ~ 


Member Metropolitan and Pacific Parade Groups 
Represented by REYNOLDS -FITZGERALD, Inc. 
New York, Chicago, Philadelphia, Detroit, 

San Francisco, 
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Cities Service Com) an, 
through Foote, Cone & P (gin, 
has adopted a policy of icing 
newspaper advertisements |}, as 
the new gasoline is in the » ump, 
Normally a newspaper ad tise 
for special campaigns only Cite, 
Service has released a 1, )-line 
ad in Boston, New York an: New. 
ark announcing “High 0° tang 
gasoline is back . . . On sile to. 
day!” The existence of a Citic 


Service refinery in Boston | 


en- 

abled the company to speed yp 

availability of its new product. — 
Tells Quality Story 

Ethyl Cwurporation told Apygp. 

TISING AGE that no decision hag 


yet been made about using news. 
paper space for straight selling 
copy, but all ads in its long lig 
of magazines for September yj) 
state that the quality of Ethy 
gasoline is up—that the standarg 
was raised after V-J day. 
Ethyl, through Batten, Barton, 
Durstine & Osborn, schedules fy! 
pages in American Magazine 
Business Week, Collier’s, (os. 
mopolitan, Liberty, Life, Look. 
Nation’s Business, Newsweek 
Redbook, The Saturday Evening 
Post, Time and U. S. News. 
Socony - Vacuum Oil Company 
and Compton Advertising execu- 
tives were huddling throughout 
the week, while 1,500-line space 
“flashed” the news that “Bette 
Mobilgas (is) coming. . . After all 
restrictions are removed .. .” 


Continental Maps Plans 

Also conferring on advertising 
policy in the light of the gover- 
ment go-ahead were executives of 
Continental Oil Company, Ponca 
City, Okla. Decisions made this 
week in Chicago will be released 
here by Geyer, Cornell & Newell, 
probably next week. 

Shell Oil Company, which nor- 
mally schedules newspaper copy 
twice each year for the spring 
and fall changeover, so far plans 
no aggressive campaign announce- 
ment until the new gasoline is in 
the tanks. Shell’s radio commer- 
cials (28 local shows throughout 


Shell territory east of the Rock- 


|ies) already are saying, however 
| that the new gasoline is coming 


Shell agency is J. Walter Thomp- 
son Company. 

Sinclair Refining Company 
through Hixson-O’Donnell Adver- 
tising, is continuing an_ institu- 


| tional campaign already appear- 


ing in pages of Collier’s, Libert; 
The Saturday Evening Post and 
This Week Magazine, but no post 
V-J decisions regarding the ne\ 
product have been made to date 


Herrick Joins Smith 

Clay Herrick, assistant adver- 
tising manager of General Tire & 
Rubber Company, Akron, has 
been appointed director of the 
creative department of John P 
Smith Company, Rochester, N. Y. 
His principal accounts wil! be 
Eastman Kodak Company, Baus! 
& Lomb and Hickey-Freeman 
Clothes. 


Paint, Ink Firms Merge 


A. C. Horn Company, 
Island, N. Y., has merged ith 
General Printing Ink Corpora on, 
New York, and will operate a 
division of the parent comp:ny 
Horn manufactures paints, er 1m- 
els and protective coverings 


ng 


Staff writers for American Restaurant } 


zine are the industry's outstanding auth 
... Leonore D. Freeman, quantity food 
Jessie Alice Cline, practical menu p 
Charles Wagner. kitchen engineer, and 
others Your advertising surrounded by 
| authority shares their prestige. gains 
faster Write for details of merchar 


service. 
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Dewar Business 
obs Are Forecast 
py Westinghouse 


pittsburgh, Aug. 29.—Westing- 
yse Electric Corporation’s 
.acetime business and employ- 


New.fMent in the first three postwar 
anelfears promise to equal 1941 levels, 
e to.f/ W. Robertson, chairman, de- 
‘ities fMared this week. Production in 
s en. Mat year reached $369,094,000 and 
1 up nplo; nent averaged 71,000— 


+t, th figures the highest in the 

mpany’s history up to that time. 

In a report to employes on 
ADVER-MMcstinghouse plans for  recon- 
| had@rsion, Mr. Robertson said the 
NeWs- Mmpany’s planning and develop- 
Selling Mont committee forecasts that net 
Ng listfes billed for the first three 


Will Bars after reconversion will 
Ethyl MBorage $368,000,000 annually, 
andard By that employment should be 
hut as high as in 1941. The 
Barton, Mimated postwar business would 
‘es full about double the average an- 
gazine, Z| output for Westinghouse 
Py bing the five prewar years, 
00k on 
sweek 36-40. 
ening Improvements Planned 
: The company’s reconversion 
mpany #ogram involves appropriations 
execu- improvements of more than 
ughout f.000,000 made since Jan. 1, and 
* Space Mother $4,500,000 planned for the 
“Better HBnainder of the year. 
fter all Mpxecutives believe that in- 
“ sed business in established 
1s es and in new _ undertakings, 
srtisin 1 as the home radio receiver 
sovern. Magen, set up during the last 
age nths of the war, will furnish 
aie ployment to considerably more 
fe this ple than were employed in the 
eleased { prewar years. 
Newell Vestinghouse employed 106,000 
“Bisons at the end of the war, 
i inet 1 25,000 other Westinghouse 
r copy n and women in the armed 
spring vices, but Mr. Robertson said 
r plans eral factors will tend to re- 
ounce- fare “2 “apparent surplus of em- 
a ves. 
eae long with extensive plans of 
ughout parent company, Westing- 
Rock. Mes Electric Supply Company, 
erawer ional wholesale marketing out- 
soning for the company, also is wid- 
rhomp- ge’ its scope. Established sales 
mpanies at Rayton and Co- 
pany, Meus, O., have been purchased, 
Adver- anew headquarters set up at 
institu- Jgee’nd, Cal. : 
appear- mmediate postwar production 
abert electric appliances is expected 
yst and Ost dollar sales in this field 
no post 28% above those of 1941, Mr. 
re new Metson «declared. Twenty- 
o date Mae Kinds of appliances are 
nned 
GHENY TO AIM 
adver- MR HIGH OUTPUT 
ee ee Ag’Sburgh, Aug. 28.—In an an- 
of the |e ‘eport mailed to all its em- 
ohn P. gp’. Allegheny Ludlum Steel 
oN. Y. poration, through its. presi- 
vill be MR, Hiland G. Batcheller, de- 
Bawusch Bes it will strive to provide “as 
reema? Hify jobs as possible in the in- 
's of your livelihood and 
tof the communities in which 
ge : mpany’s plans are located.” 
ng Batcheller said that “Our 
d with eration will benefit in 
ora 10, MwpPortion to the amount of em- 
Meo en’ maintained. Profits and 
= ~ lls are shown to go up and 
Zs 
Try 
nt \ 
utl 
d 
. 
b 
hat 
“0 of all radio-appliance 
© ght les and service in the 
AVE UE .is handled by "RSD" 
cH) \00 PPscribers, 
3. L 


‘vertising Space Open 
"A! PUBLISHING CORPORATION 


gems BISON AVE., NEW YORK, N. Y. 


Baha ol fast a. 
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down together, hence we are not 
straddling the fence when we say 
we are shooting for a high level 
of both.” 

The report, being mailed to all 
employes, including 5,000 in the 
armed services, portrays in pic- 
tures and text war production, 
research activities and the com- 
pany’s potentialities for expanded 
peacetime output and employ- 
ment. 

Mr. Batcheller stressed the im- 
portance of the role stainless steel 


and high alloy steels will play in 
postwar industry. “That they will 
find more widespread application 
after the war is one of the safest 
prophecies we could make,” he 
said. 


Allied Molasses to Mack 

Allied Molasses Company, Perth 
Amboy, N. J., has appointed Nor- 
man A. Mack Co., New York, 
to handle advertising of Mother’s 
Pantry brand of syrup, molasses 
and honey. Newspapers, radio 
and outdoor will be used. 


Canfield Names Cayton 


H. O. Canfield Company, New 
York, manufacturer of custom- 
molded industrial rubber prod- 
ucts and consumer items, has ap- 
pointed Cayton, Inc., New York, 
to handle advertising. Business | 
papers, newspapers and maga- | 
zines will be used. 


Joins William Esty | 

Gertrude Bailey, formerly So- | 
ciety and women’s page editor of | 
the New York World-Telegram | 
and previously fashion editor of 


57 


|the Detroit Free Press, has joined 
| William Esty & Co., New York, 
/as public relations representative 
‘for Krene, film plastic produced 
| by National Carbon Company. 


Weekly Automotive Trade Newspaper 


| Covers the 11 Western States 
. . Ist in California (rated 2nd in Retail Sales, 
Ist in Auto Registry) 

- Ist in Los Angeles County (rated 3rd in 
Retail Market Area, Ist in Automotive 
Market) 

Ist to Service Stations, Car Dealers, Auto 


Repair Services in 11 Western States 
Main Office—i!2 W. 9th St., Los Angeles 15 
San Francisco (5), 681 Market 


One-third of a Billion... 


COMING UP! oo 


¥ 


ed 


Do YOU SELL brass, copper, stainless 
steel, aluminum, glass? Do you make floor 


coverings, lighting fixtures, refrigerators, 


air conditioning machines? 


Then you can share in the 333 million dol- 


lars that will be invested in new restaurant 


equipment just as soon as materials are 


available. 


But restaurant 


purchases, even in the 


three hundred millions, are a small part of 


the American business market. 


It now 


offers the world’s greatest sales possibili- 


ties, and will continue to lead the world. 


In spite of its size, you can reach the men 


who direct and control this market, through 


just four business magazines. They are: 


Business Week 126,384 circulation 
Fortune 178,920 ” 

U. S. News 207,141 7 
Nation’s Business 451,385 ” 

Total 963,830 “ 

For only $6585 a month you can put nearly 


a million sales messages on the desks of 


the nation’s business leaders. 


The market justifies u 
lation you can get. Use 


sing all the circu- 
more than these 


four fundamental magazines if you can. 


But don’t use less. 


NATION’S BUSINESS 


Washington » DC 
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Zaoral of Bendix 
Will Head New 


Foreign Division 


Detroit, Aug. 28.—Bendix Avia- 
tion Corporation has formed a 
new division, Bendix International, 
with headquarters in New York to 
handle products of the company’s 
17 divisions in all countries ex- 
cept the United States and Can- 
ada. Charles Zaoral, who has 
been coordinating Bendix foreign 
activities since January, will head 
the new division, with a staff to 
be expanded as soon as world 
conditions permit. 

Mr. Zaoral said Bendix Inter- 
national will handle all types of 
foreign products, even_ those 
which may be unrelated to those 
produced by Bendix. Activities 
will be developed abroad through 
three main channels: Export 
sales of products made by Ben- 
dix in this country; manufacture 
of Bendix products abroad, and 
the licensing of foreign manufac- 
turers to manufacture’ under 
Bendix patents abroad. The In- 
ternational division also plans to 
maintain an ‘“open-door” policy 
to inventors of all nations in al- 
lied industrial fields. 

Paul Moss will be sales man- 
ager of Bendix International; 
Harold McEnness, assistant sales 
manager, and Fernando Car- 
denas, formerly with Westing- 
house Electric Corporation, has 
been named manager of Central 
and South American territories. 

MacManus, John & Adams, De- 
troit, is the Bendix agency, but 
no agency has been named as yet 
to handle future advertising of 
the new division. 


Joins Traffic Service 


W. H. Anderson, recently re- 
leased after four and one-half 
years in the Army air forces, has 
joined Traffic Service Cororation, 
Chicago, publisher of Traffic 
World, as assistant to the circula- 
tion director. 


Fall Programming 
Reflects Little 
Change in Shows 


New York, Aug. 31.—Radio lis- 
teners, accustomed to a diet of Fib- 
ber McGee, Jack Benny, Bob Hope 
and Eddie Cantor, will find them- 
selves fed the same fare this fall. 
Practically no changes in either 
format or show are being planned, 
and the fall line-up resembles 
closely the situation last spring. 

There will, however, be some 
switches in networks, and several 
new sponsors will be in the pic- 
ture, but the tight time situation 
will continue for the present with 
most sponsors hanging on to their 
favored time spots. 


NBC comes up with only one 
show never before presented on 
another network when P. Balan- 
tine Sons sponsors the. “Barry 
Fitzgerald” show, Tuésdays at 7:30 
p.m., EWT, on Oct. 16. On Sept. 
11, the Philip Morris “Johnny Pre- 
sents” show will begin, featuring 
Oscar Levant as guest. 


Fred Allen returns to the air, 
over NBC, for Standard Brands, on 
Oct. 7, at 8:30 p.m., EWT. 

New CBS Shows 

New CBS programs will include 
Campbell Soup Company’s “Re- 
quest Performance,” to be heard 
Sundays at 9:00 p.m., EWT; Proc- 
ter &  Gamble’s “Jack Smith 
Show,” five times weekly, 7:15 
p.m., EWT; and Southern Cotton 
Oil Company (Wesson Oil), “Try 
and Fnd Me,” 3-3:15 p.m., EWT. 
Other changes include P. Lorillard 
sponsoring Frank Sinatra’ and 
Anchor-Hocking Glass Corporation 
replacing “Corliss Archer” with 
“Hobby Lobby.” 

American will have the follow- 
ing new shows or sponsors: Pru- 
dential Insurance Company of 


Covers for # Pose Wer Catalogs 
a, 
coe in Your 1945 Budget 


; BEAVERITE PRODUCTS. | INC. 


35 DE WITT STREET, BEAVER FALLS, NEW YORK 


sania: eet ace ties 


a. one 


9-BP-2 


America, “Jack Berch,” 4-4:15 
p.m., EWT; Ward Baking Com- 
pany, “Tennessee Jed,” 5:45-6 
p.m., EWT; Philco Corporation, 
“Breakfast Club,” 9:45-10 p.m. 
All of these shows will be heard 
five times weekly. 


American, MBS Have Changes 


Other new shows on American 
are: “Theater Guild of the 
Air,” sponsored by U. S. Steel 


Corporation at 10 p.m., EWT; Ar- 
mour & Co., “Hedda Hopper,” 8:15 
p.m., EWT; L. E. Waterman Com- 
pany, “Gang Busters,’ 8 p.m., 
EWT; Lear, Inc., “Orson Welles,” 
1:15 p.m., EWT; and Ford Motor 


Company, “Sunday Evening 
Hour,” 8 p.m. 

Mutual’s new shows are: “Ilka 
Chase” for Berkshire Knitting 
Mills, 1:15 pm. EWT; “The 
Nebbs,” Cystex Company, 4:30 


p.m., EWT; “Inside of Sports,” 
Bayuk Company, time not set; 
Serutan Company, “Victor Lind- 
lahr,” five times weekly, 12:30 
p.m., EWT, and an unnamed musi- 
cal show at 11:45 a. m., EWT; 
“House of Mystery,” General 
Foods Corporation, 12 noon; EWT; 
“Auction Gallery,’ Rensie Watch 
Company, 10 p.m., EWT; Wander 
Company, “Captain Midnight,” five 
times weekly, 5:30 p.m., EWT; F. 
W. Fitch Company, “Bandwagon 
Mysteries,” 8:30 p.m., EWT; and 
“Fulton Lewis Jr.,” G. N. Cough- 
lan Company, 6:45 p.m., EWT. 


Promotes Marine Radio 

Hudson American Corporation, 
a subsidiary of Reeves-Ely Lab- 
oratories, New York, is introducing 
its new marine radio telephone 
line to the trade in current issues 
of Motor Boat, Motor Boating, 
The Rudder and Yachting. Direct 
mail to boat owners will also be 
used. 


Sackheim Leaves Bruck 


to Form Own Agency 


M. B. Sackheim has resigned 
as vice-president of Franklin 
Bruck Advertising Corporation, 
New York, to 
establish his 
own agency, 
Maxwell Sack- 
heim & Co., at 
670 Fifth Ave., 
New York. Ac- 
counts to be 
served are: Lit- 
erary .Guild of 
America; Pop- 
ular Science 
Publishing 
Company, book 
division; Uni- 


M. B. Sackheim 
corn Press; Unicorn Mystery Book 


Club, and Manufacturers Screw 
Products. 


Edwin C. Ricotta will be art di- 
rector and Leonard E, Dal Negro 
media director of the new agency. 


KSFO Names Schacht 
as Sales Manager 


John Henry Schacht, formerly 
sales manager of KFBK, Sacra- 
mento, has been appointed sales 
manager of 
KSFO, San 
Francisco, suc- 
ceeding Wilt 
Gunzendor- 
fer, who has 
joined KROW, 
Oakland, as ad- 
vertising direc- 
tor. 

Before join- 
ing KFBK, Mr. 
Schacht was 

sales promotion 
John H. Schacht manager of Pa- 
| cific Gas & Electric Company. Mr. 
|Gunzendorfer will also assume 
the duties as executive assistant 
| to the vice-president of KROW. 


McCann Appointed 


McCann - Erickson, Inc., has 
been appointed to handle an ex- 
tensive national campaign for 
Young-Quinlan Company, Minne- 
apolis, woman’s apparel shop. Na- 
tional fashion magazines will be 
‘used. 
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Fall Network Programs os er 
Sponsor Program Starting Agen: In tre 
American Tobacco Co. “Jack Benny” Sept. 30 Ruthrauff « Ryan y t 
P. Ballantine & Sons “Barry Fitzgerald” Oct. 16 J. Walter Th ompgo 
Bristol-Myers Co. “Duffy’s Tavern” Sept. 21 Young & Ry bieam pbca' 
Bristol-Myers Co. “Eddie Cantor” Sept. 26 Young & bicam ; 
Brown & Williamson “Hildegarde” Sept. 11 Russell M. cod, t, Louis, 
Centaur Company “Molle Mystery Oct. 9 Young & Rk, ubleam i bar 
Theater” = -o 
Colgate-Palmolive- pduced by 
Peet “Judy Canova” Sept. 1 Ted Bates ny, will 
E. I. duPont de “Cavalcade of h - 246 
Nemours America” Aug. 27 BBDO a 
F. W. Fitch Co. “Cass Daley” Sept. 20 L. W. Ramsey tio ©4camy} 
General Foods (Max- mtry fro 
well) “Burns and Allen” Sept. 20 Benton & lH ovwles cal hiar 
General Foods “Dinah Shore” Sept. 6 Young & Rubican — 
S. C. Johnson & Son “Fibber McGee & Oct. 2 Needham, Louis ge Guill. 
Molly” Brorby Promotior 
Kraft Cheese Co. “Great Gildersleeve” Sept. 2 Needham, Louis & isting 
Brorby psistngs 
Lever Brothers “Amos & Andy” Oct. 5 Ruthrauff « Ryan rshmalloy 
Lever Brothers “Bob Burns” Oct. 4 Ruthrauff & Ryan MBittle ove! 
P. Lorillard “Meet Me at Parky’s” Continues Lennen & Mitche} t campai 
Philip Morris “Johnny Presents” Sept. 11 Biow , 49th 
Pepsodent “Bob Hope” Sept. 11 Foote, Cone @ the 9 
Belding ri, Tlline 
Procter & Gamble “Life of Riley” Sept. 8 Blow as, low: 
Procter & Gamble “Truth & Conse- Sept. 8 Compton a 
quences” KY. | 
Procter & Gamble “Rudy Vallee” Sept. 30 H. W. Kastor Thirty da 
R. J. Reynolds “Abbott & Costello” Oct. 4 Wm. Esty alding t 
Socony Vacuum Oil {again @ 
Co. “Information Please” Sept. 10 Compton ; : 
Standard Brands “Fred Allen” Oct. 7 J. Walter ThompsmeeYS WE 
Standard Brands “Charlie McCarthy” Sept. 2 J. Walter Thomps 1ine the 
nm. Resul 
Columbia Broadcasting System , of fou 
Anchor-Hocking “Hobby Lobby” Aug. 30 Wm. Weintraub boram. F 
Borden Company “Ginny Simms” Sept. 28 Young & Rubiecay ivities W 
Campana Sales Co. “Grand Hotel” Oct. 6 Ferry-Hanley ag : 
Campbell Soup Co. “Request Perform- Oct. 7 Ward Wheelock lwest to 
ance” the sales 
Campbell Soup Co. “Jack Carson” Sept. 12 Ward Wheelock have bi 
Chef Boy-Ar-Dee “Give and Take” Aug.25 MeJunkin Adverti ; 
ing ictically t 
Chrysler Corp. “Andre Kostelanetz” Sept. 6 Ruthrauff & Rya Will U 
Electric Autolite “Everything for the 
Boys” Oct. 13 Ruthrauff & Rya wenty-fo 
Eversharp “Maisie” Sept. 12 Biow e - . 
General Foods “Kate Smith” Sept. 14 Young & Rubiea WOrK =€x¢ 
General Foods “Fannie Brice” Oct. 7 Young & Rubicagmg Walter 
Lever Brothers “Lux Radio Theater” Aug. 27 J. Walter Thomps e the Bo 
Lever Brothers “Joan Davis” Sept. 3 Young & Rubieca led territ 
Lewis-Howe Medi- “Beulah” Aug. 26 Roche, William 4 
cine Co. Cleary tomers 1 
P. Lorillard “Frank Sinatra” Sept. 5 Lennen & Mitchel goodness, 
Noxzema “Mayor of the Town” Sept. 1 Ruthrauff & Ryaf, additio 
Pabst Sales Co. “Danny Kaye” Sept. 28 Warwick & Legie pe sans 
Procter & Gamble “Jack Smith” Sept. 3 Dancer, Fitzgeral states W 
& Sample s messag 
Schenley Distillers “This Is My Best” Sept. 18 BBDO hamlet 
Southern Cotton Oil “Try & Find Me” Aug. 27 Kenyon & Eckhar ion area 
Textron “Helen Hayes” Sept. 8 J. Walter Thomps 
United Drug “Durante-Moore” Sept. 14 N. W. Ayer yt announ 
U. S. Rubber “New York Philhar- Oct. 7 iit le entire 
ABA bah DA monic” Campbell-Ewald directic 
American Broadcasting Company _ i 
Allis-Chalmers “Boston Symphony” Oct. 6 Compton sad. bs h 
Armour & Co. “Hedda Hopper” Sept. 10 Foote, Cone & as acc 
Belding us Said, 
Ford Motor Co. “Ford Sunday Sept. 30 Kenyon & Eckhar National 
Evening Hour” 
General Foods “Hop Harrigan” Oct. 1 Young & Rubieca - 
General Mills “Jack Armstrong” Sept. 3 Knox Reeves brpe Bu 
Gillette Safety Razor “Boxing Bouts” Sept. 7 Maxon 
Lear, Ine, “Orson Welles” Sept. 16 Arthur Kudner mas H 
Nash-Kelvinator “Andrews Sisters” Aug. 26 Geyer, Cornell & ant gene! 
Newell d 
Phileco Corp. “Breakfast Club” Sept. 3 Hutchins Adverti 1 executi 
ing anoff y. 
Prudential Insurance “Jack Berch” Aug. 27 Benton & Bowles York 
Sweets Co. of Amer- “Dick Tracy” Sept. 10 Ivey & Ellington 1 ork, 
fea : wing inter 
U.S. Steel “Theater Guild” Sept. 9 BBDO npany, H 
Ward Baking Co. “Tennessee Jed” Sept. 3 J. Walter Thomp@@ectacular 
L. E, Waterman “Gangbusters” Sept. 15 Chas. Dallas Rea@™™pany is 
" Mia distri 
Mutual Broadcasting System ipment | 
Bayuk Company “Inside of Sports” Sept. 10 Neal D. Ivey oa £ 
Berkshire Knitting “Ilka Chase” Sept. 9 Geyer, Cornell & pment, 
- aa debts, ts Newell - 
on roducts Co. “Treasury Hour of Nov. 15 Bermingham, (4 
Song” d tleman & Pierqmats Sec 
G, N. Coughlan Co. “Fulton Lewis” Oct. 7 Roche, Williams ntermount 
, wean try, Salt 
Cystex Company “The Nebbs” Sept. 9 Raymond R. Moret) 4 
F. W. Fiteh “Bandwagon Sept. 27 L. W. Ramsey fe o"G ye 
Mysteries” Hew form 
General Foods “House of Mystery” Sept. 15 Benton & Bowles ulation O 
Grove Laboratories ication ¢ 
Delaware, Lacka- Donahue & Coe ustry in 
wanna & Western +} “The Shadow” Sept. 9 Ruthrauff & RYH Wyon 
Coal MeJunkin : 
Carey Salt Co. aie 
Helbros Watch Co, “Quick as a Flash” Sept. 9 Wm. Weintraub tinadianr 
Frank H. Lee Co. “Dale Carnegie” Aug. 26 Wm. Weintraub i 
Rensie Watch Co. “Auction Gallery” Sept. 15 Weiss & Geller ‘ver lising 
Serutan “Musical Show” Oct. 1 Grant Advertising’ f mt 
Serutan “Vietor Lindlahr” Sept. 10 Grant Advertising Army in 
Wander Company “Captain Midnight” Sept. 24 Hill Blackeit Ctober 
handled © 
s ‘ ’ bd ’ 
Joins ‘Reader's Digest WFIL Names Farren oh aes 
JO 
John H. Breiel, recently with William A. Farren, membet Mithe county 
merly assistant manager of the | Philadelphia, has been a) poi! 
eastern division of McGraw - Hill] giro ‘ai c sped 
rm director of publicity anc 5 P 
Publishing Company, New York 2 Stet 
SE : : »} events. He succeeds Jac 5 
has joined Reader’s Digest Inter- rogt Ome KR 
; 4" recently named WFIL »)r0 
national Editions, New York, as a| q; r | 
’ +OrkR, director. ew. 
member of the advertising staff 
representing the five foreign lan- — r bu 
guage editions. While in service ; ae 
he was in charge of public rela-| Fawcett Boosts Tw anyt 
tions for all marine aviation in Q ally 1 
the Pacific area. Ben B. Smith, forme: ws buy 
er ern territory field supe ' i 
Fawcett Merchandising ~— 0! Ht 
Sportswear to Waters tion, and Leslie I, Ro-cnbal oe 
Advertising of Duke Sports-| previously traveling re: "CU iilg, Salar 3 
wear, New York, has been placed |tive in western New Yor * re: tising 
with Norman D. Waters & Asso-| Fawcett Distributing Co: 00" BaMletor or, 
ciates, New York. Magazines, | both affiliates of Fawcett ©" Biltter:tate y 
business papers, direct mail, radio, | tions, New York, have bee"! MS rorrey 
point-of-sale and business publi-| assistant sales manager «°° 
ecti 


cations will be used. 
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ps'ers and Radio 
Introduce New 
pbcat Candy Bar 


uuis, Aug. 29.—The Bobcat 
par, five-cent confection 
i by National Candy Com- 
ill go “national” Oct. 1 
24-sheet poster and spot 
campaign blanketing the 
from the Rockies to the 
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ous 4 Guil. 

promution of the Bobcat bar, 
ouls 4M isting of chocolate - covered 
- Ryan prshmallow and peanuts, started 
. Ryan Mmittle over two years ago with a 
‘litcheii/™ campaign in what is known 


the 49th state— roughly Mis- 
ri, Illinois and parts of Ar- 
sas, Lowa, Tennessee and Ken- 
ky. 

Phirty days after the campaign 
aiding the new bar started, 
{again at the end of 90 days, 
veys were conducted to de- 
ine the success of the promo- 
mn. Results merited the addi- 
» of four more states to the 
boram. For the next two years 
ivities were confined to the 
iwest to prove the soundness 
the sales formula. Now activi- 
have been planned to cover 
sctically the entire nation. 


Will Use Chain Breaks 


wenty-four sheet posters, with 
work executed by Walt Otto 
1 Walter Oschman, will intro- 
the Bobcat candy bar in the 
ied territory and remind old 
tomers in the former areas of 
goodness. 

n addition, 21 radio stations in 
states will beam the Bobcat 
2s message to every city, town 
hamlet in the Bobcat distri- 
jon area, with chain break 
tt announcements. 

e entire campaign is under 
direction of Oakleigh R. 
pnch & Associates, St. Louis 
Pncy, with Al Maescher Jr. act- 
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Eckhar 
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Ewald 


a as account executive, and 
tus Said, products manager of 

Eckhar@® National Candy Company. 

Rubica 

ves brpe Buys Olesen 


mas H. Corpe, formerly as- 
ant general sales manager of 
‘kheed Aircraft Corporation, 
executive vice-president of 
anoff Aviation Corporation, 
w York, has purchased con- 
ling interest of Otto K. Olesen 
npany, Hollywood, specialist in 
ctacular illumination. The 
mpany is also southern Cali- 
nia distributor of RCA sound 
ipment and manufactures a 
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vey of Beattie photographic 
rnell & Bupment, 
, Ca 
*. pieagctts Second Year | 
iliams Sintermountain Commerce & In- 
, Meal try, Salt Lake City, has begun 
pace second year of publication with 
new format and a_ controlled 
Bowls MeUation of about 10,500. The 
ication covers all phases of 
& Coe MBustry in Utah, and parts of 
& Ryo, Wyoming and Nevada. 
int raub tInadian Appeal 
intraw BBvvertising for the annual 
vertisin@gee front appeal of the Salva- 
vertising Army in Canada, to be held 
keit ttober and November, will 
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21) stern Canada and by J. J. 
fp ons Ltd. in the western part 
nember Mthe country. 
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Albany Group to 


Help Servicemen 


Albany, N. Y., Aug. 29.—The 
Albany Advertising Club is set- 
ting up a special committee to 
cooperate with the War Manpower 
Commission in advising returned 
servicemen and women about pos- 
sible careers in advertising, mer- 
chandising and related fields. 

The decision to appoint a com- 
mittee was announced at a club 
meeting addressed by A. J. Mc- 


Ginty, area director of the WMC 
and former advertising official 
and sales executive. 

He told the adclub that the 
“slamorizing’ of merchandising, 
plus the fact that the Armed 
Forces Education Institute has 
given many courses in merchan- 
dising, advertising and selling, has 
not only stimulated interest in 
these branches of business but 
may draw to them people who are 
not particularly suited for such 
work. 

The new committee, one of sev- 


eral advisory groups set up here, 
will work with the Veterans’ In- 
formation Center established in 
the Albany office of the U. S. Em- 
ployment Service. A somewhat 
similar plan has been in operation 
between the New York Advertis- 
ing Club and the veterans’ center 
there. 


Bernays Writes Book 


“Public Relations—A Growing 
Profession,” by Edward L. Ber- 


nays, will be published in the 
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early future by Bellman Publish- 
ing Company, Boston, in its series 
of vocational and _ professional 
monographs. 


Promotes Dypa-Rize 


Laundawhite Corporation, New 
York, is promoting Dypa-Rize in 
black-and-white advertisements 
in newspapers and magazines. The 
campaign, to run 13 weeks, will 
be supplemented by spot radio, 
Furman Company, New York, 
handles the advertising. 


WO anything. Here’s a market 
- ally r nds to the “invita- | 
P] . » buy.” For the Negro looks 


race press with confidence 
yalty. Your advertising in 
Papers can win the response 
if ar patron: 

lar market. t the facts on 
of the success stories built by 
ising in this live field. Drop 
r or post card today to 


tate United Newspapers, Inc. 
FTH AVENUE, NEW YORK 
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IN THE WAKE 


The storm center passes, yet really sea-going 
mariners know they can't relax their vigilance 
e .. all hands on deck and a sharp eye alll 
around is still the order of the day until after- 
storm seas subside. 

Quite aptly this situation fits the conditions 
we in the paper industry are passing through. 
And our actions are patterned accordingly. 
All hands—mills, distributors, printers, users— 
will keep the course agreed upon: making the 
most effective use of the available paper 
supply until business has a chance to right 


itself and conditions are normal once again. 
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Etching by James E. Allen 


Already plans are swinging into execution. 


War-sharpened skills are coming into full play 


as we at International plan with our distributors 


for the days and opportunities just ahead. 


International Paper Company, 220 East 42nd 


Street, New York 17, N. Y. 
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Variety Chains’ 
‘44 Profits Cut 
Heavily by Taxes 


Boston, Aug. 29.—Limited price 
variety stores realized a profit of 
$155,515,000 on net sales of $1,354,- 
213,000 in 1944, for a high profit 
rate of 11.48% of sales, but income 
and excess profits taxes reduced 
the business profit 71%. 

These figures, revealed in the 
14th annual survey of the field by 
the Harvard Bureau of Business 
Research, undertaken for the Lim- 
ited Price Variety Stores Associa- 
tion, indicate the lowest residual 
gain in six years. The bureau re- 
ports that the 37 variety chains 
surveyed had a sales increase of 
6% over 1943, a less “dramatic” 
gain than the 12% jump shown by 
department stores, but excellent in 
view of merchandise shortages and 
“trading up” on the part of con- 
sumers with increased incomes. 

For 15 identical variety chains 
covered in the Harvard surveys 


since 1931, the survey shows that 
the chains had a 1944 net gain 
after taxes of 3.6%, compared with 


3.8% in 1943 and 1942, 4.9% in 
41, 5.2% in °40 and 5.5% in ’39. 
These 15 chains, through 2,403 


stores, did $729,000,000 in business 
last year, or about 17% more than 
was handled by the 2,876 stores 
operated by the other 22 chains 
covered in the over-all study. 


Ad Expenditures Constant 


The 15 chain’s expenditures for 
merchandise sold in ’44 averaged 
62.4% of their sales volume, com- 
pared with 63.1% in ’43, 62.8% in 
°42 (the all-time low), 64.8% in 
39 and °40, 68.5% in ’32 (the rec- 
ord high for merchandise cost) and 
67.3% in ’29. 

tg relation to sales, their sala- 
ries and wages amounted to 15% 
in ’44, as against 15.3% in ’43, 15% 
in ’42, 14.7% in ’39 and ’40, and 
13% in ’32 and ’29. Tenancy costs 
last year were 6.2% of sales, an 
all-time low. 

Their advertising expenditure 
last year was 0.3% of sales, com- 


pared with 0.3% in °43, 0.5%. in 
*40 (the peak), 0.3% in the mid- 
30s and 0.2% in ’31 and ’29. 


Crider to BBDO 


Wick Crider, radio publicity di- 
rector of J. Walter Thompson 
Company, New York, is resigning 
Sept. 1, to join Batten, Barton, 
Durstine & Osborn, New York, to 
work with Arthur Pryor Jr., vice- 
president in charge of radio. Al 
Durante, Mr. Crider’s assistant at 
JWT, will will take over the de- 
partment. 


Promotes Floralife 

A campaign for Floralife, a new 
product to keep cut flowers bloom- 
ing longer, has been launched by 
Dale Estate Ltd., Brampton, Ont. 
Advertising, prepared by E. W. 
Reynolds & Co., Toronto, is ap- 
pearing in trade publications and 
general magazines. 


Joins Stein Brewery 


Robert F. Landenberger has 
been named to head a new sales 
and public relations department 
=. George F. Stein Brewery, Buf- 
alo. 


"You Know Those Dresses We Advertised 
Over WJW? Well...” 


7 


Statement: CLEVELAND likes WJW! 


Proof: Mornings and afternoons, throughout the week, Monday through 


Friday, more people listen to WJW than to any other Cleveland 


regional station. 


Result: 


station... 


5th richest. . 


WJW has 42% greater retail advertising volume than any other Cleveland 


. and this means something, for Cleveland is the 7th largest... 


. 3rd most densely populated area in the nation. 
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T. Carroll Wilson, Hills Bros. 
Coffee, Inc., San Francisco, has 
been elected chairman of the joint 
coffee promotion committee and 
Mario Camargo, delegate of Co- 
lombia to the Pan-American Coffee 
Bureau, has been named vice- 
chairman. Roberto Aguilar, El 
Salvador delegate, has been elected 
secretary of the committee. 

The fall campaign, employing 
the cartoon technique around the 
established theme, ‘Coffee—the 
all-American beverage,’ involves 
two and four-color ads from Oc- 
tober through January in Ameri- 
can Magazine, Country Gentle- 
man, Good Housekeeping, Ladies’ 
Home Journal, Life and The Sat- 
urday Evening Post, Point-of-sale | 


tution and home economics field 
J. M. Mathes, Inc., New York, j 
the agency. 


Magnavox Names Fiebid 


O. A. Fiebig, member of th 
sales department of the radi 
phonograph division of Magnav 
Company, Fort Wayne, Ind., ha 
been appointed § assistant sale 
manager of the division. 
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Names Monk Agency (inneapoli 
Northern Illinois Corporation He was 

DeKalb, IIl., finance company, hagmgUsly =v 

placed its account with Howar@™eXYZ, Ff 
H. Monk & Associates, Rockfordj™jo, and 

lll. rmer  ¢ 
of the 

ing Fede 

helps ad men keep pace with lancke 


modern trends. Yes, a service man 
calls regularly to keep your 
big reference book up to date! 
Pages of new type faces are in 
in your type book, fast as 
they appear. 
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Mginesville Runs 
id Series to Keep 


orkers in City 
painesville, O., Aug. 28.—Faced 
jth 2 Manpower shortage, busi- 
- yen here, through the Paines- 
Jjjle Chamber of Commerce, have 
ed a newspaper campaign 
. sell residents on the benefits 
‘taking jobs here, rather than 
seking employment in neighbor- 
g industrial communities. 

Ads running twice weekly in 
he Painesville Telegraph carry 
he slogan, “It Pays to Work in 
bainesville.” These ads point out 
hat companies here for the most 
art do not produce finished prod- 
ets such as automobiles, paint, 
opliances and others in peace- 
me and are not, therefore, sub- 
ect to cutbacks and reconver- 
ions, That products turned out 
ere by such firms as Industrial 
kayvon Corporation, Diamond Al- 
ali Company and Diamond Mag- 
eium Corporation are basic 
y materials always needed for 
nished products made elsewhere, 
means jobs with these companies 
il be comparatively permanent, 
he ads emphasize. 

The campaign has been set up 
by advertising managers of local 
ompanies working through a 
ommittee of the chamber headed 
by Alfred G. Tame Jr., manager 
f the Cleveland Trust Company’s 
Painesville branch. 


‘STP Names Robertson 
eneral Manager 


Miller C. Robertson, formerly 
sistant sales manager of KMBC, 
ansas City, has been appointed 
feneral Man- 
ger of KSTP, 
finneapolis- 
t, Paul, effec- 
ve Get. 1, 
ith headquar- 
ers in the sta- 
new 
fadio City in 
linneapolis. 

He was pre- 
uly with 
‘XYZ, Hous- 
Bang pd Miller Robertson 
of the tenth district, Adver- 

‘ing Federation of America. 


lancke Elected Head 


{Celanese Corporation 
Harold Blancke, vice-president 
Nd treasurer of Celanese Corpo- 
ion of America, New York, has 
en appointed president, suc- 
eding Dr. Camille Dreyfus, who 
s elected chairman and who 
! continue to act as the com- 
kny’s chief executive officer. 
thers elected were: F. T. Small, 
nt manager at Amcelle, Md., 
D. Cooper, plant manager at 
flco, Va., and Col. Harry Price, 
an sales manager, vice-presi- 
ents. G. H. Richards, assistant 
fasurer and R. O. Gilbert, as- 
lant secretary, were 
fasurer and secretary, 


ely 
H. C. Van Brederode, sales 
‘anager of the fabric division, 

in charge of 


10n § 


1 J. P, Holmes, 
€ Warp knit division, have been 
Pbointed vice-presidents of Cela- 
ee Company, New York, a 
lolly-owned subsidiary of Cela- 
fe Corporation, and Thomas B. 
Ngdon has been named vice- 
sident of the Williamsport 
ul Corporation and the 
n Textile Corporation, 
owned subsidiaries. 


named | 
respec- 


Siedler Joins ‘Redbook’ 


Howard D. Siedler, formerly 
manager of the import division of 
Seggerman-Nixon _ Corporation, 
New York grocery and _ liquor 
distributor, has joined the New 
York sales staff of Redbook. 


Ceco Promotes Zipp 
William E. Zipp, manager of 
sales of the manufacturing divi- 
sion of Ceco Steel Products Cor- 
poration, Chicago, has been ap- 
pointed vice-president in charge 
of sales of the division. His 
headquarters will be in Cicero, Il. 


Cutback Ties Up 
Nearly $3 Billion, 
NAM Estimates 


New York, Aug. 28—Approxi- 
mately $3 billion of private funds 
will be tied up by government 
cancellations of war orders, ac- 
cording to an estimate made by 
the National Association of Man- 
ufacturers. 


in partly completed work and 
actual out-of-pocket expenditures, 
the only sums which may be re- 
claimed from the government. The 
figure given by the Office of War 
Mobilization and  Reconversion 
was $44 billion, a sum deemed 
misleading by the NAM since it 
represents only gross cancellations 
on the order books. 

The association warned that the 
settlement of these contracts might 
have a retarding influence on the 
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if they are tied up for a period of 
|six months, the average time used 
‘to date to settle such claims. 

| The NAM has set up a recon- 
|version council, with Robert R. 
|Wason, president of Manning, 
Maxwell & Moore, as chairman 
and E. M. Voorhees, chairman of 
ithe finance committee of United 
|States Steel Corporation, as vice- 
‘chairman. The new committee 
| will be a coordinating body on re- 
/conversion problems within the 
|'NAM and its goal will be full pro- 


This is the net amount involved | financial reconversion of industry | duction and employment. 


| 


Westchester gave the nation a 


A FEW 


Oakite 


Mott's Cider 
Heinz Sauce 


conta 


NATIONAL ADVERTISERS 
WHO HAVE CASHED IN 
ON THE RICH 
WESTCHESTER MARKET: 


Wilson Products 
Libby Baby Foods 
Post's Raisin Bran 
Hostess Cup Cakes 
White House Coffee 


Pique Kitchen Magic 
Sheffield Farms 


Court. 


| 


| 
| 


ae A C 


x” 


sioner of Public Welfare. Ruth Taylor, we salute you. 


fo 4 


“Taylor-Made” welfare pattern 


Years ago, through the vision of a young woman, Westchester County established 
‘'Mother’s Allowance and Aid to Dependent Children”. This law enables a poverty 
stricken mother to keep her children with her in their own home. It became a part 
of the law of New York State and later part of the national Social Security program. 
Through this woman’s effort Westchester was the first to help the aged with pen- 
sions or private living quarters ; the first to establish a modern public hospital which 
meets the highest standards of medical care; one of the first to have a Children’s 


In fact, any mention of progressive social welfare legislation is usually linked with 


the name of this outstanding woman, Miss Ruth Taylor, Westchester’s Commis 


Represented Nationally by the KELLY-SMITH COMPANY * New York 
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OVERING “THE SILVER PLATTER MARKET OF AMERICA” 
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| WANT AN 


ALTER EGO 


As the publisher of a number 
of trade magazines (7), | 
need an understudy. | need 
a man who can learn every 
phase of this business. He 
must be a tireless worker and 
must make this business his 
life. He will oversee the 
editorial aspects of all the 
magazines, call on accounts 
occasionally, do some pro- 
motion and run the office in 
my absence. He must be in 
his early 30's and know pub- 
lishing and publications. He 
must be a top man. | will 
pay top money, well into five 
figures. Give me everything 
about yourself in the first 
letter. Send a photo if you 
can. 

Box 6225, Advertising Age, 
100 E. Ohio St., Chicago 11, 


Illinois. 


TWO TOP 
WRITERS WANTED 


Well known national advertising 
agency operating East and West 
with widely diversified accounts 
has exceptional openings for two 
top-flight writers with automotive 
background. These positions call 
for major experience in writing 
automotive vehicle advertising and 
promotion including all types of 
literature. 


Ready understanding of the me- 
chanical and ability to translate 
technical facts into simple, inter- 
esting language are “musts”. 
Public relations experience desir- 
able. Experience in writing mo- 
tion pictures, slide films, and 
other forms of visual selling help- 
ful but not essential. 


Both positions are in Detroit and 
require ability to successfully 
contact and work with clients. 


One position will pay a starting 
salary up to $8,500.00 to the man 
whose record clearly proves his 
professional qualifications. The 
other one carries more executive 
responsibility, and the salary is 
open for discussion. Both posi- 
tions have unusually fine, long- 
term growth possibilities. 


Write fully to Box 6215 
Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


ASSISTANT SALES AND 
ADVERTISING 
MANAGER 


Large nationally known manu- 
facturer of radios and house- 
hold appliances has position 
for Assistant Sales Manager 
who would also be in charge 
of advertising. Age between 
30 and 35 preferred but will 
consider man up to 40. Good 
record of sales and advertising 
experience in household appli- 
ances or radio necessary to 
qualify. Man chosen must have 
initiative, executive ability and 
be capable of assuming full 
responsibility for administering 
details of company’s sales, 
promotion and advertising pro- 
grams. Substantial salary, 
bonus and rapid advancement 
for right man. Location—mid- 
west. Write full particulars to 
Box 6224, Advertising Age, 100 
E. Ohio St., Chicago 11, Ill. 


The rates for this 


Wanted,” ‘Representatives Wanted,’ 
50 cents a line, minimum charge $2. 
Wednesday noon preceding 


card rates. 


department are as follows: 
’ and 


publication date. 


The Advertising Market Place— 


“Help Wanted,” 
“Representatives Available,” 
Terms cash with order. Forms close 
Display advertisements take 


**Positions 


HELP WANTED 


HELP WANTED 


ADVERTISING SALESMEN 


Prefer previous experience general 
industrial trade journals. Consider 
ambitious, interested be- 
ginners. Salary. Real future. Promi- 
nent company. 


veterans, 


Box 7234, ADVERTISING AGE, 


330 W. 42nd St., New York 18, N. Y. 


ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
200 S. State St., Har. 2063, Chicago. 


SALESMAN OR BROKER 
For advertising displays (card- 
board, wood, etc.). Exclusive East 
Coast, Midwest and West Coast ter- 
ritories. Imperative you have sub- 
Stantial top flight clientele of man- 
ufacturers of nationally advertised 
products. This organization out- 
standing in creative designing and 
construction. In position to render 
exceptional service on volume. State 
current yearly volume, whom repre- 
senting, age, family status, avail- 
ability. L. A. Sauer, Display Corp., 
357 E. Erie St., Milwaukee, Wis. 


Wanted—National farm paper needs 
good advertising salesman for Mid- 
dle West territory. Good future for 
better-than-average man. 
Box 7544, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WANTED 

A ZESTFUL COPYWRITER 

. .. A man with a zest for living, 
who would willingly exchange the 
disadvantages of big city life for a 
spot where recreation and pleasant 
living are only ten minutes away 
from the office, who wants loads of 
opportunity for the expression of 
his initiative, who sparks with en- 
thusiasm, who can stick with his 
job when the going is tough, and 
who can direct others. That’s the 
man we want... providing he is 
under 35, has had sound experience, 
can handle industrial and general 
copy, and wants a permanent job. 


We are a small Michigan agency 
(with 16 accounts, more coming), 
with an excellent reputation for top 
quality work and service. The “zest- 
ful” guy who takes this job will 
get a good salary, a share of the 
profits and a lifetime opportunity. 
Give us all information about your- 
self, including past salaries. Samples 
will be returned. This is opportun- 
ity knocking. 

Box 7545, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


UNUSUAL OPPORTUNITY FOR 
INDUSTRIAL ADVERTISING MAN 
Leading manufacturer of diversified 
industrial products offers excellent 
opportunity for young man with abil- 
ity to create hard-hitting, factual 
trade paper advertising, direct mail, 
etc. Some merchandising experience 
and ability to make own rough lay- 
outs desirable. Give age, experience, 
salary desired. Include few samples 
of work and recent photo which 
will be returned promptly. Replies 
confidential. Location St. Paul, Minn. 

Box 7575, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


YOUNG COPYWRITER 

The oldest and largest down-state 
Illinois agency has an opening in 
its staff for a “Junior’ Copywriter, 
not over 30 years of age. Must 
have thorough training in copy and 
layout, acquired either in college 
or in the school of experience. Ex- 
ceptional opportunity for progress. 
Full details in first letter. Photo- 
graph would also be helpful. Mace 
Advertising Agency, Inc., Lehmann 
Blag., Peoria, I11. 


Sales Manager for advertising dis- 
play firm (cardboard, wood, etc.). 
Imverative you have background 
with top flight nationally known 
users of ad displays. Sales force 
comparatively small. Little travel- 
ing. Work out of Chicago or Mil- 
waukee office. Salary and commis- 
sion on personal clientele. Organ- 
ization outstanding in creative de- 
sign and construction. Service and 


volume available. State current 
yearly volume, whom representing, 
age, family status, availability. 


Display Corp., 357 E. Erie St., Mil- 
waukee, Wis. 


Top notch idea and layout man 
wanted on free-lance basis, New 
York City. Give highlights of ex- 


perience and phone number in letter. 
Box 7542, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


PROMOTION 
ASSISTANT 


For mass circulation, 
national magazine, to 
specialize in ideas, copy 
for trade paper adver- 
tisements, presenta- 
tions, letters, etc. Lo- 
cation — New York 
City, Box 6229, Adver- 
tising Age, 330 West 
42nd Street, New York 
18, New York. 


UNUSUAL MAN 
AVAILABLE 


Sales Manager, who never has forgot- 
ten how to sell and sell hard, even 
during war years, capable of training 
and whipping any sales force into 
shape, is seeking a real sales problem 
in mechanical or electrical products 
or appliances. Long experience in 
management and administration. Not 
interested in humdrum job, but will 
take his coat off and keep it off for 
organization that wants to get going, 
effective now. For interview address 
Addison Lewis & Associates, Advertis- 
ing Agency, Foshay Tower, Minneapo- 
lis 2, Minnesota. 


COPYWRITER 
Chicago publisher wants experi- 
enced writer to handle classified ad- 
vertising promotion for appearance 
in various publications. Good start- 
ing salary and future. Pleasant as- 
sociates and working conditions. 
Our staff knows of this ad. Send six 
Samples of work and details of ex- 
perience. Samples will be returned 
promptly. 

Box 7594, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, III. 


POSITIONS OPEN 
With agencies, advertisers, pub- 
lishers and in radio for both men 
and women, 

No obligation to register. 
FRED J. MASTERSON 
ADV. & PUB. PERSONNEL 
185 N. Wabash Ave., Chicago 


Salesman Wanted—FEstablished pho- 
tographic studio; color and black 
and white illustrations, has oppor- 
tunity for salesman. Must know ad- 
vertising agency business. Write 
oe appointment, giving qualifica- 
tions. 
Box 7581, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


WANTED: 

SALES PROMOTION MANAGER 
Large National Electrical Manufac- 
turer cover Middlewestern area. 
Headquarters Chicago. Knowledge 
of electrical jobbing and utility field 
preferred. 

Box 7579, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


HELP WANTED 
YOUNG LADY! Here is that good 
secretarial position you are look- 
ing for. It offers stimulating 
work: 
In the Sales Promotion Depart- 
ment of a major oil Company. 
As Secretary to Assistant Mana- 
gers of Department. 
At starting salary of $175.00 per 
month. 
In an easy-to-get-to Chicago 
Loop Office with congenial 
working companions, pleasant 
working conditions. 
Where knowledge, experience or 
interest in printing, advertising 
or publication work will be 
beneficial but not necessary. 
You'll be on your own considerably 
and will have plenty of opportunity 
for advancement through the use of 
initiative and creative thinking. 
Box 7588, ADVERTISING AGE 
__ 100 E. Ohio St., Chicago 11, Ill. _ 
Production-Service Man or Woman 
Large Chicago printing plant oper- 
ating well-established division of 
advertising typography, electrotyp- 
ing, stereotyping business serving 
advertising agency field wants man 
or woman with some background of 
experience in graphic arts and pref- 
erably agency production. Heavy ex- 
perience not essential if you have 
fair amount of experience and apti- 
tude for this type of work. Salary 
commensurate with qualifications 
and experience. Tell us all about 
yourself. State salary desired, etc. 
Box 7589, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


RESEARCH STATISTICIAN: Lead- 
ing southwestern publishing, broad 
casting organization has opportun- 
ity for trained research man. Posi- 
tion requires market-analysis, read- 
ership studies, radio audience meas- 
urements. Applicant will work with 
Sales Manager and have ample op- 
portunity for original and creative 
projects. A young man with several 
years experience in publishing or 
agency field will have inside track. 
Salary commensurate with ability. 
Sell yourself in your letter of appli- 
cation. 

Box 7590, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Advertising Salesman; experienced; 
national trade publication New York 
area, Excellent opportunity for right 

man. Salary and commission. 
Box 7580, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


FULL CHARGE BOOKKEEPER 
Small Chicago agency. Must be good 
typist. Steno preferred. Permanent. 
Excellent opportunity. State experi- 
ence, age, education, salary, etc. 

Box 7570, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Tl. 


PERSONNEL SUPERVISOR 
National organization has opening 
for personnel supervisor willing to 
travel. Experienced hiring and train- 
ing sales help necessary. Write 

Box AA 8123, 113 W. 42nd St., 
New York 18, N. Y. 

Circulation Manager Wanted 
To handle 2 old established com- 
munity weekly newspapers in Chi- 
cago. Must have experience and 
plenty of ideas. Good salary plus 
commission. 

Box 7574, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING SALESMAN 
Technical Industrial Publication 
Philadelphia headquarters. Salary, 
expenses, and commission arrange- 
ment. Experience in industrial plants 
and sales work preferred. Age 25-35. 
This is an exceptional opportunity 
to become associated with a strong 
national! industrial publishing or- 
ganization of excellent reputation. 


Write covering details of experience 
and compensation required. 

Box 7586, ADVERTISING AGE 
3830 W. 42nd St., New York 18, N. Y. 


SPACE SALESMEN 


Are you tired of being 
‘‘Renegotiated’’? 


How would you like to get off 
that treadmill and get in with 
a new, live-wire outfit where 
you ean have a part in estab- 
lishing an important new 
business paper in a multi-bil- 
lion dollar post-war market? 
How would you like to get 
yourself a deal where, if you 
did your part, you’d wind up 
with a part interest in the 
company on a basis where you 
wouldn’t be cut back each 
time you begin to build up a 
real volume of business? 
Well, then, here’s your chance. 
A small group of experienced 
and well-seasoned men, who 
know publishing and market- 
ing in this particular field in- 
timately, are about to launch 
an important new business 
paper. 

We want no dead freight, so 
we are looking for a live-wire 
business paper representative 
who has a proven sales record 
and broad advertising contacts. 
We want a seasoned man who 
has kept his feet on the 
ground and who has saved 
some money so that he can 
work on a modest basis till 
the billing will carry him. 

If you can qualify, we are 
prepared to offer you a posi- 
tion as advertising sales man- 
ager and give you a substan- 
tial interest as soon as you 
deliver the billing. Feel free 
to write fully, giving resumé 
of your background and ex- 
perience. All our associates 
know of this advertisement, 
and your letter will be treated 
in strictest confidence. Box 
6222, Advertising Age, 100 E. 
Ohio St., Chicago 11, Illinois. 


eWANTED: 


EXPERIENCED 
JEWELRY 
ADVERTISING 
MAN! 


MINIMUM SALARY 
$5,000 


Group of Midwestern Jewelry 
stores need a real up-to-the-min- 
ute Advertising man. . . One who 
has original ideas. . . One who 
knows merchandising. . . One who 
is capable of making layouts, 
copy, and acquainted with type, 
art, prices, and coordinating and 
completing ads for this fas 
growing chain of stores. If you 
know advertising and you want to 


advance rapidly, we have this 
outstanding position. Permanent 
to right man. State age, experi- 


ence, when able to start, and sal- 
ary desired. This job is calling 
you. Action is needed. . . Don't 
hesitate to answer. 


Box 6221, Advertising Age, 100 E. 
Ohio St., II, 


Chicago Illinois. 


Advertising A 


ADVERTISING 
AGENCY LAYOUT 


We need a good one, 
must be A-|!, 


Write full particulars pleas 


Correspondence confidentig 


R.J. POTTS-CALKINS & HOLD 
215 PERSHING ROAD 
KANSAS CITY 8, MO. 


TECHNICAL WRITER 


The technically-trained young write 
we are lookin for will prepay 
articles, descriptions and stories aboy 
the parts that go into an automotiy 
electrical system. There will be plent 
of change of pace from brief eng 
neering articles to easy-to-read item 
for the layman. 


There is an adequate salary waiting 
for this man, a wide open future an 
comfortable living in a live, mid-west 
ern city. 


If you feel this is your opportunity 
please tell us about yourself — age 
earning capacity, education, family 
and your experience . . . perhaps « 
a writer of the technical press . 

erhaps as an engineer with a fia 
‘or writing . . . perhaps as a news 
paper man who has received technica 
training in the armed service. Jus 
write us why you believe you shou 
have this better-than-average chance 


Address 
Box 6227, ADVERTISING AGE 
100 E. Ohio St., Chicago !!, Illinoi 


ADVERTISING 
MANAGER 
WANTED 


» PHARMACEUTICALS 


Unusual opportunity for 
advertising and promotion 
man with ethical 
pharmaceutical manufacturer 
About 35 years old—ethical 
drug advertising experience 
essential—constructive ideas 
and promotion direction 


Apply by letter onl) 


NUTRITION RESEARCH LABORATORIES 
4210 Peterson Avenue Chicago 30 


ASSISTAN 
ART 
DIRECT IR: 


Old established nationa 
tising agency, operati) Ea 
and West, has openings oF ™ 
fast and versatile layou' arts 
capable of doing top juali 
visuals and compre! 1! 
Work will be in Deto" 
wide variety of interest: + P" 
lication accounts. 


adve 


These are permanent ) °°! 
with excellent opport)°'')_ 
qualify for full respo sib!!! 
as Art Director. 5-day we 
Write full outline of ex 
and salary desired to b * 
Advertising Age, 100 
St., Chicago, Ill. 
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HELP WANTED 


POSITIONS WANTED 


MISCELLANEOUS 


opyY WRITER — Prominent indus- 
organization offers excellent 

unity for copywriter capable 

ducing original ideas for all 

f promotional literature; also 

for general publications and 

journals. Give age, experience 

nd salary. expected. 

“Box 7587, ADVERTISING AGE 

9 Ww. 42nd St.. New York 18, N. Y. 


arg’ mid-western university seeks 
vell-qualified college graduate as 
rector Of publicity and public re- 
»tious. Application should include 
tailed statement of qualifications 
nd experience. 
Y Box 7584, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, III. 


jlustrators and retouchers for art 
sivision of large auto manufacturer. 
Permanent positions. Give age, com- 


rial 


plete experience and education in 
frst letter. Address 
r Personnel Division, 
The Studebaker Corporation 
South Bend 27, Indiana 


combination commercial artist and 
avout man wanted for newspaper 
.ivertising service department. Send 
original samples ef your work; also 
state Salary wanted; age; marital 
status; experience. Permanent posi- 
tion in congenial atmosphere. Write 
franklin E. Katterjohn, Ady. Dir. 
Evansville Printing Corp. 
Evansville 5, Ind. 


STATISTICIAN-RESEARCHER 
Mature woman who has had maga- 
yine or trade paper publishing ex- 
perience in digging out essential 
facts and figures for publisher’s 
sales staff. Excellent opportunity to 
head up new department for large 
publisher. State experience and 
salary desired. 

Box 7592, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Could you ask 
for anything more? 

Are you looking for a good start- 
ing salary? Congenial associates? 
Finest working conditions and sur- 
roundings? Every opportunity to 
grow, succeed, and prosper? If you 
an write sound, direct mail selling 
opy to business and professional 
men, eStablished (AAA1) Chicago 
ompany offers up-and-coming col- 
ege trained man all that and more, 
in its expanding Advertising De- 
partment. 

Box 7593, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


‘CE COPYWRITER: Radio— 
Straight — Publicity — Musical — 
Rough Layout & IDEAS: Just re- 
leased from Government Service, 
available immediately in New York. 
For samples and interview: E. R. 
Appel, 

c/o Box 7582, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Research and Marketing. 20 years 

exp. Automotive—Household Appli- 

ances—Stokers and Freight Carriers. 
Box 7576, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


IDEA MAN 

Wants work with Cleveland Area 
Mfr. or Agency. Proven producer of 
topnotch copy, layout, art. Good or- 
ganizer and detail man. Sound basic 
knowledge advertising and related 
activities. 12 years exp. planning, 
supervising and producing cam- 
paigns that click. 

30x 7578, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, II. 


OUTDOOR ADVERTISING MAN 
with many years experience in sales 
promotion and field work, desires 
position with progressive advertis- 
ing agency. 

Box 7585, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Creative Leader 
Wanted 


One Who Can Cook Up Top- 

notch Selling Ideas and Wants 

to Be a Starring Member of a 
Big-League Team. 


We're looking eagerly for a man 
(or woman) who can 

® Provide strong, creative lead- 
ership on a variety of ac- 
counts, but mainly on foods. 
Write strong, compelling ad- 
vertising headlines and copy. 
Operate on his own initiative, 
striking out for new, high 
levels of creative perform- 
ance, 
® Nominate himself quickly as 

a supervisor of other copy- 

writers ... as a copy chief. 
@ Think, talk and act as a 
manager, a partner, in the 
operation of an advertising 
agency. 
Be a real team member... 
alternately performing as a 
blocking back and as the 
ball carrier. 


“ 


u will be working for a me- 
dium-size agency thoroughly es- 
lished on a sound financial 
is, an agency that has grown 
‘idly in the past decade. We 
ve a bonus plan, stock owner- 
p plan, insurance, a 5-day 
ek. We are located in a large 
idle western city that offers 
ry advantage. 

ll us all about yourself. With 
se who appear to meet our 
eds, we will then arrange an 
terview either in our city or in 
r Chicago office. 

e salary? That depends en- 
ely on your ability and experi- 
ce. We're not going to set any 
its until we know you and 
iat you can do. 

idress: Box 6226, Advertising 
fe, 100 E. Ohio St., Chicago 11, 
inois. 


LAYOUT ARTIST 

World War II Veteran. Experienced 
layout, lettering and some finished 
art work. Ten years assistant art 
director with national retail chain 
organizations. Desires to locate in 
northeast or northwest of country. 
Box 7573, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


PHILADELPHIANS: Private or Ex- 
ecutive secretary, 35, married, 
wishes to be some top executive’s 
right hand. 10 years advertising and 
publishing experience in New York 
and Philadelphia. 

Box 7571, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 


Individual Will Buy 
Trade, Technical or Production Paper 
Please Give Particulars. 
Box 7591, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Lithographing Plant for Sale doing 
a national business on its well 
known brand of colorful advertising 
specialties. Location Central West, 
modern fire proof building, estab- 
lished sales force. This business 
has shown a good profit each year 
for more than 20 years. Health of 
owner reason for selling. Part cash 
will handle. 

Box 7548, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


Space, telephone service, plus steady | 


eash work for Freelance Artist, do- | 
ing primarily layouts, with some 
lettering. Convenient Michigan- 


Wacker address. 
Box 7572, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


| 


ART DIRECTOR 
AVAILABLE IMMEDIATELY 


Imaginative creative thinker in layout and 
design, with experience on wide variety of 
national accounts, seeks connection with 
New York City agency 

Box 6230, ADVERTISING AGE 
330 W. 42nd Street, New York 18, N. Y. 


REPRESENTATIVE WANTED 
An influential Pacific Coast maga- 
zine in the automotive field wants 
competent representatives in Chi- 
cago, Detroit and New York. Must 
be seasoned men, well organized 
and with a good reputation among 
agencies. 

Box 7577, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


__ REPRESENTATIVES WANTED 
Excellent opportunity for experi- 
enced individual or firm in Chicago 
or midwest territory. National trade 
publication in a huge basic indus- 
try. In reply, advise publications, if 
any, now handled. 

Box 7583, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y¥. 


specialty lines. 


Best Sales 


ONG recognized as the dominant 

publication in the hardware trade 
“down South,” SOUTHERN HARD- 
WARE offers the quickest and easi- : 
est access to the great southern hard- Rotenee 
ware market. With circulation in this _ 
section far in excess of any other 
hardware publication, it gives 
thorough coverage of the wholesale 
trade and reaches the large majority 
of retail hardware and farm equipment 
outlets in sixteen southern states. 


c 


Outlets in+ 


e 


N LINING UP with the hardware trade 
“down South,” any manufacturer of products 
which may be sold through this trade has his 
best assurance of a large and permanently profit- 
able market. For of all types of distributors in 
this section, the hardware wholesalers and retail- 
ers are regarded as the most stable, most depend- 
able, best financed, and usually offering no credit 
risk whatsoever. They deal for the most part in 
a wide range of essential merchandise; but they 
are also accustomed to selling a wide range of 


ESPITE the shortages of “hard goods,” 
southern hardware wholesalers and retail- 
ers, by sound management and aggressive mer- 
chandising, have greatly strengthened their po- 
sition during the war. Sales have been built up 


SOUTHERN HARDWARE 


SOUTHERN 
HARDWARE 


YOUR Post-War Selling on B 


tee aWrOm FOKe & HOF €O. Tet 


Pie. No, 2 of a series 

of messages on the 

ee hardware market in 
the South. 


- 


to a new high level. Financial reserves have been 
increased substantially. Old accounts have been 
collected. Slow-moving lines have been cleared 
out. Decks have been cleared for action, and 
hardware distributors of this section are ready 
to do a real job for manufacturers they represent. 


HERE are few changes among the hardware 

distributors “down South.” Most of them 
have been in business for many years; many for 
a half century or more; while the history of 
some southern hardware houses dates back to 
more than a century. They make up the strongest 
distribution system which is available in the 
South. The prestige of these long-established 
houses carries great weight with their customers, 


and 
whose lines they handle. 


ment lines. 


hundreds of 


is a valuable asset to the manufacturers 


ITH some 8,000 circulation, 

SOUTHERN HARDWARE 
reaches practically all the worthwhile 
hardware and farm equipment outlets 
over the entire South, It is read, and 
respected, as a leader in the develop- 
ment of the most efficient merchan- 
dising of hardware and farm equip- 
Reader 
publication is an important asset to 
leading manufacturers 
using its advertising pages regularly. 


interest in this 


GRANT BLDG. « 


ATLANTA 3, GA. 
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Letter Style Company 
Offers Free Booklet 


An offering of a free booklet 
containing letter styles has been 
announced by Howard Stange, 
president of Lettering, Inc., Chi- 
cago and New York. 

Grouped under _ appropriate 
headings in the 16-page booklet 
are the company’s styles in fami- 
lies and in combination in black 
and white and in reverse. 


% 


booklet may be obtained by writ- 
ing on company letterhead to 
either Lettering, Inc. office: 67 W. 
44th St., New York 18, or 75 E. 
Wacker Dr., Chicago 1. 


Kaywoodie. Appoints 
Kaywoodie Company, New 
York, distributor of Kaywoodie 
pipes, has appointed Anderson, 
Davis & Platte, New York, to di- 


The | rect advertising. 


Population 41,049 
County 
Population 75.561 
Population 


Increase in 
4 vears 38.1% 


MUSKOGEE — One of the oldest cities in 


the state— THIRD Largest in Population and Sales— 


offers a well established market to manufacturers 


interested in more volume from Oklahoma 


Muskogee Daily 
q MUSKOGEE TIMES-DEMOCRAT 


MORNING © EVENING © SUNDAY 


hoenix 


Represented by THE BRANHAM COMPANY | 


British Ad Plans 
Seen as Unlikely 
fo Change Soon 


London, Aug. 16.—No immedi- 
ate important change in advertis- 
ing is expected here as a conse- 
quence of either the sudden end 
of the war against Japan or the 
surprising victory of the Labor 
Party in the recent general elec- 
tion. 

With plants converting from 
war to peace production, plans are 


|}under way for new advertising 


drives, but the scarcity of news- 
print and paper for hoardings 
(outdoor) and other printed media 
will for some time prevent any 
marked increase in ad expendi- 
tures. 

Agency officials and advertising 
managers currently are most con- 
cerned over the as-yet-undeter- 
mined attitude of the new labor 
government toward business in 
general and advertising in partic- 
ular. Labor candidates who won 
seats in the House of Commons 
stood, in the main, for “planned 
economy,” which is not as radical 
a position as “directed economy” 
would imply, yet which contains 
indication of intentions to control 
production § sufficient to worry 
business and industrial leaders. 


Cripps Promises Aid 


The only assurance given to 
business men so far has come 
from Sir Richard Cripps, president 
of the Board of Trade (a position 
comparable to that of Secretary of 
Commerce in the United States). 
He has declared that the textile in- 
dustry will receive the fullest aid 
from the government but will not 


be nationalized. He asserts that 
the new government will not cb- 
ject to manufacturers making 
“reasonable profits.” 

Some new laws undoubtedly will 
be passed, however, that will affect 
advertising. Nationalization of 
such industries as coal and metals, 
undoubtedly in the offing, will 
affect advertising comparatively 
little, on the other hand, because 
these industries were never impor- 
tant factors in advertising. If and 
when transportation companies 
are taken over by the government, 
it is possible that campaigns 
aimed at attracting passengers 
will continue much the same as 
before the war. There is a strong 
impression here that, in view of 
extensive advertising in the past 
by cooperative societies, those pro- 
fessing to more or less socialistic 
views are not necessarily anti-ad- 
vertising minded. 


Radio Future Bleak 


With regard to radio advertising, 
many feel that the election results 
have doomed or at least greatly 
narrow the chance that British 
radio facilities will be opened up 
as an advertising medium. 

Two developments relating to 
the end of the war against Ger- 
many and Japan will bring an in- 
crease of newspaper and hoardings 
advertising. With the war’s end, 
gasoline distributors will probably 
by Dec. 31 discontinue the pooling 
of gasoline supplies and resume 
efforts to promote sales under 
trade names. This will develop 
campaigns by such large advertis- 
ers as Shell Oil, British Petrol, 
Esso, Ethyl and others. 


Will Drop Zoning Laws 


Secondly, zoning laws estab- 
lished during the war, providing 
that manufacturers of competing 
commodities sell only in zones 
around their plants, will be lifted, 


although probably not until some! 


time next year. The zo; 
had the effect of curta 
campaigns, with manu! 
promoting their products 
the limited zone areas rat 
nationally. This has m 
ously affected biscuit 
drink makers. 

There will aiso be an ea 
clusion of several rather e- | 
advertising drives paid fo; by 4 
government during the w.; 7 
biggest of these, support 
National Savings Movemer:, } oy, 
ever, continues with the {|| 
port of the new government 
probably will not be curta 
a long period. 


FRENCH ADVERTISING 
AT STANDSTILL 

Paris, Aug. 17.—At the m 
ment there is practically no aq 
vertising activity in France 
because very few firms have sy 
ficient goods to satisfy demand. |p 


ng ha 


nly j 
v tha 


alone enough to want to increag 


demand. 
In addition, media are limite 
because of the shortage of news 


print and book paper and becayy 


the government has banned poste 
and radio advertising. There ha 
has been some advertising throug 
cinema theaters. 


Two Companies Name 
Alley & Richards 


Sands, Taylor & Wood Com 
pany, Boston, maker of King A; 


thur flour, coffee, tea and biscyj 


mix, has appointed Alley & Rict 
ards Company, Boston, to dire 
the account. 


be launched this month with 4 


line advertisements appearing ; 


New England newspapers. 


The agency also has been ap- 
pointed to handle advertising of 
Wall-Streeter Shoe Company! 
manufac- 
turer of Foot-Pals and Styl-ee 
Half pages in two colors 
are currently running in Esquire, 


North Adams, Mass., 


shoes. 


sale 
and mass | 
ing ervice 
ers 


will 


about 


, Chiefy 


A campaign, based 
on a recent consumer survey, will 


Bil~ 


lecular Distillation Process 


At the moment, for advertising men, practically nothing. 


The molecular distillation process can distill chemicals of 
high molecular weight, including many so-called ‘‘undistill- 
able’’ substances. 

It may be able to salvage useful materials out of what 
is currently total waste. 

It is a new tool for chemical engineers—not only e 
useful technique in the laboratory but a commercially 
developed process. 

If you see, as we do, some interesting possibilities for 
unique products from the use of this new process, write for 
additional information. 


Distillation Products, Inc. 


755 Ridge Road West, Rochester 13, New York 


Pioneering High Vacaum Research 


== WHAT CAN IT DO FOR YOU? 
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‘Mass Sales Mean 
§Mass Employment 


Detroit, Aug. 30.—Only mass 
sales can insure mass production 
and mass employment for return- 
ing -ervicemen and civilian work- 
ers n the postwar years ahead, 
William E. Holler, general sales 
manager of the Chevrolet Motor 
division, General Motors Corpo- 
ration, warns the nation in his 
newest book, “Sell America Into 
Jobs.’ 

The country has heard a lot 
about reconversion, he says, re- 
conversion of plants, tools and 
equipment, and various manufac- 
turing facilities. 


Reconversion of Minds 


“But we haven’t heard very 
much about the most important 
reconversion job of all,” he con- 
tinues, “the reconversion of our 
own minds, of our own mental 
processes, from a state of passive 
acceptance of orders from one big 
customer, the government, to ac- 
tive selling to millions of cus- 
tomers —from ‘order - taking’ to 
rder-seeking—from merely sup- 
plying the customer, to stepping 
out and selling the customers. 
And that means selling millions 
of units, to millions of people, one 
at a time, 


More Efficient Selling 


“We're going to have to sell 
wain; we’re going to have to sell 
nore efficiently than we've ever | 
wld before; and we’re going to 
have to sell not only products and 
services—We'’re also going to have 
to sell America into jobs!” 

The Chevrolet executive, whose 
phenomenal sales achievements 
yon him the distinguished serv- 
e award of the New York Sales 
Executive Club, emphasizes that 
a higher standard of salesmanship 
will be vital if America is to con- | 
tinue to support a higher level 
f employment and maintain its | 
igher standard of living. 

Turning to the “new science of | 
alesmanship,’” Mr. Holler de- 
ares that it embraces three ele- 
nents —pre-selling, selling and 
e-selling, Advertising “is the 
trong right hand of pre-selling,” | 
e adds, since it “blasts away on 

mass basis, seeking to make an | 
impression on hundreds or thou- | 
sands or millions.” 


‘Voice’ of Competition 


America’s spirit of competition | 
has meant constant progress and | 
‘it must and will be maintained,” | 
he insists. Terming advertising | 
‘the mouthpiece, the voice of the | 
spirit of competition,’ he adds: | 
“I don’t think we Americans | 
Will rush to buy just because we 
have the money and the goods | 
‘Vailable. After the first flush of 
pure ‘necessity’ buying, I believe 
ve will be pretty ‘choosy.’ That’s | 
vhere selling and_ advertising | 
me in, 

‘We who are charged with the | 


esponsibility of keeping the| 
vheels of American industry | 
turning, providing the jobs that | 
ne; prosperity, must have ad-| 
eri.sing, more advertising and 


ore advertising in the competi- 
ive era that is to come.” 


z= 
| SELLING NEW HAVEN'S 
WAR WORKERS 
Journal-Courier goes into war plants 
by the thousands daily—each copy read 
by many, and passed on from shift to 
— each copy working 24 hours daily 
ring you coverage of today's best- 


ding customers . . . 100,000 readers 


" 
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NEW HAVEN, CONN. 


JOURNAL-COURIER 


Vivadou to Lewin 

Jean Vivaudou Company, New 
York, has appointed A. W. Lewin 
Company, New York, to handle 
advertising on Orloff Attar of 
Petals, Bergamot men’s toiletries, 
and Baby’s Breath nursery aids. 


Hooper Adds Service 

C. E. Hooper, Inc., has annexed 
Audience Research Service Com- 
pany, Chicago. Simultaneously 
Hooper established a special sta- 
tion area survey division headed 
by Gordon Buck, former head of 
Audience Research Service. 


Appoints R&R 


American Home Foods, Inc., 
New York, subsidiary of Ameri- 
can Home Products Corporation, 
New York, has appointed Ruth- 
rauff & Ryan, New York, to 
handle advertising of G. Wash- 
ington’s instant broths. 


‘Stage’ Goes Monthly 


Stage Pictorial, New York, will 
change from quarterly to monthly 
with the Christmas issue, out the 
middle of November. Nat C. Dorf- 
man is editor and publisher. 


Green Moves Ad Offices 


A. P. Green Fire Brick Com- 


Joins Universal Hats 


Seymour Lipton, formerly sales 
promotion manager of the Per-/| Pany has moved its advertising 
sonna Blade Company, New York, and public relations department 
has been appointed vice-president | from Mexico, Mo., to the Railway 
in charge of sales and adv ertising | Exchange building, St. Louis. 


for Universal Hat Company, are | a 
York. ° : 
hes ‘Expands G-F Series ™ 
. General Foods _ Corporation, 
Stone Joins Peck New York, will expand its cur- 
Robert Wilson Stone, formerly }rent institutional series on free 
with J. M. Mathes, Inc., New |enterprise to newspapers in plant 
York, has joined the art staff of|cities in October. Benton & 
Peck Advertising Agency, New}|Bowles and Young & Rubicam, 
York, New York, handle the series. 


“The Magazine of Dramatized Self-Improvement” 


67 West 44th Street 
New York 18, N. Y. 


100 No. LaSalle Street 
Chicago 7, Illinois 


HIRE AHALL 


Thet's exactly what you do when you 
buy space—you hire a hall. And you hope 
to fill the hall with good prospects—-women, 
for instance, who have a natural need for 


your products. 


SECRETS offers you a “hall’’ and fills it with 


nearly a million* women. They make an 
especially attentive listening audience because 
they are young women between the ages of 
18 and 35, the peak buying years. They are 
married and have an average of two chil- 
dren in the home. Most important of all, they 
are ambitious Self-lmprovement Seekers — 
which means that they need, desire, and buy 


more than average women. 


SECRETS planned editorial policy of drama- 
tized self-improvement has selected this audi- 
ence for you. They are the vanguard of the 
great middle class. When you hire this hall— 
SECRETS—you can be certain that your ad- 
vertising will reach this first-line market of 


Great Consumers. 


“SECRETS is also read by four intimates of the pur- 
chasers's circle. This and other data based on survey 
of SECRETS readers. 


complete survey? 


May we send you a copy of the 
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THE 6-35 / 
J MARKET / ™ 
los Angeles 14, Calif. — 


403 West 8th Street 
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Appliance Makers 
Up Ad Budgets 


to Woo Housewives 


(Continued from Page 1) 
home laundry, but does not an- 
ticipate production on the 
and dryer for some 
approximately two 
Bendix dealer 
have at least one home laundry 
available for demonstration pur- 
poses, 


In 
every 


months. 
weeks, 


Uses 10 Magazines 

The company will use 
American Weekly, 
& Gardens, Good Housekeeping, 
Ladies’ Home Journal, Life, Mc- 
Call’s, Parents’ Magazine, 
Saturday Evening Post, 
Story and Woman’s Home 


True 


dry. Business publications will 


ironer | 


in the country will | 


| color 
| October 
The | 
Better Homes|} 


The | 


Com- |} 
panion to promote the home laun- | 


|be used immediately to advertise 


the ironer, and consumer maga- 
zines will be used later. Ruth-| 


rauff & Ryan is the agency. 

Admiral Corporation, Chicago, 
will spend $1,000,000 in 1946 to 
promote its appliances, in radio, 
magazines and newspapers. 


of refrigerators. Highlight of the 


new product is a built-in freezing | 
| locker, 


operating under the same 
principle as a deepfreeze locker. 


Cruttenden & Eger, Chicago, is 
the agency. 
Gibson in Four Magazines 
Gibson Refrigerator Company, 


| Greenville, Mich., will run four- 
full page advertisements in 
issues of Good House- 
keeping, Ladies’ Home Journal, 
Liberty and The Saturday Eve- 
ning Post, to promote refrigera- 


tors, home freezers and electric 
ranges. The company begins pro- 


duction on Oct. 1, and when ship- 
ments to dealers begin, radio, 
newspapers and outdoor will be 
used. W. W. Garrison & Co., Chi- 


area, is the Houston Post. 


home readership. 
bought for day - after - day 


paper. 


It carries 
larly—the only 


services. 


For many years, 


in The Morning Post. 


entire South. 


BURKE, 


Houston Post 94.67% 
Door Delivered or 
Mailed . . . Thousands 
of Families Read 
No Other Paper 


Harris County alone is a market of 155,000 families. 
The only morning paper available to these 155,000 
families, and to thousands more in the surrounding 
It has the largest city and 
suburban morning circulation in all Texas, covering 
a market of over a million people buying over a 
quarter-billion dollars worth of goods annually. 


The Post is remarkable among morning papers in 
94.6% is Door Delivered or Mailed. 
Only 1 copy in 20 is bought on the street. The Post is 


every member of the family what they want in a news- 


The Post is the only Houston paper with Associated, 
United, New York Times, and Chicago Tribune Press 
25 of the most popular comics regu- 
Farm Column in Houston—the only 
complete Market Page—columns devoted to the house- 
wife’s many interests—and offers one of the strongest 
sports pages to be found anywhere. 


local advertisers who need to sell 
the family as a group, have bulked their advertising 
Their lead is being followed by 
more and more national advertisers who are swinging 
to this home-read morning paper which offers the 
morning field undivided in the largest market of the 


Represented by 


KUIPERS & MAHONEY, 


THE HOUSTON POST 


First in the Texas Morning Field 
in City and Suburban Circulation 


interest—because it offers 


INC. 


Prin- | 
cipal promotion will be on behalf | 


cago, handles the advertising. 
Kalamazoo Stove 
Company, Kalamazoo, 
tinue present advertising 
|ules until March, 
|to double 
|next year. 


will con- 
sched- 


Magazines, newspa- 
pers and farm publications will be 
used, through Fulton, Morrissey 
|Company, Chicago. 


Easy Will Spend $250,000 


Easy Washing Macnine Cor- 
poration, Syracuse, will spend at 
least $250,000 on advertising dur- 
ing 1946, but media have not yet 
been selected. Batten, Barton, 
Durstine & Osborn, Buffalo, han- 
dles the account. 

American Stove Company, 
Cleveland, hopes to be able to in- 
crease its space in national maga- 
zines on behalrt of Magic Chef 
ranges. If plans materialize, the 
company will spend between 
$300,000 and $400,000 this year 
through Meldrum & Fewsmith, 
Cleveland. Reconversion will take 
place within the next 60 days. 

Estate Stove Company, Hamil- 
ton, O., has upped its consumer 


advertising with schedules in 17 
publications this fall. Two sep- 
arate campaigns will run, one 


featuring Estate Heatrola ranges 
and the other promoting heaters. 
First advertisement for the ranges 
will appear in The Saturday Eve- 
ning Post in September. 

Other range insertions will run 
in American Home, The American 
Weekly, Better Homes & Gar- 
dens, Farm Journal, Good House- 
| keeping, House Beautiful. House 
|* Garden, True Story and 
|Woman’s Home Companion, 
| Heater advertisements will appear 
in Country Gentleman, Farm 
|Journal, Grit, Household, Path- 
finder Popular Mechanics, 
ular Science Monthly 
cessful Farming. 
Burkhart, Cincinnati, is 
| agency for Estate Stove. 


and Suc- | 


Pop- | 


& Furnace} la., 


| Chicago, 
|vertising campaign to 
1946, but plans | 
its advertising budget | 
|magazines and newspapers, 
| will also be used. 


Advertising Age, 


The Maytag Company, Newton, | 
through McCann-Erickson, | 
plans an extensive ad- 
introduce | 
products. While em- 
again be placed on 
radio 


its postwar 
phasis will 


Ads announcing Maytag’s re- 
turn to washer production will | 
appear shortly in leading national | 
women’s magazines, and news- | 
paper copy probably will appear | 
later. While not disclosing detaiis | 
of the postwar advertising pro- | 
gram, Maytag promises that it 
will be one of the largest it has | 
ever undertaken, “introducing | 
new and improved products.” Its | 
most aggressive sales campaign | 
in history also is planned. | 

Landers, Frary & Clark, oe | 
Britain, Conn., will continue to 
promote Universal appliances in | 
16 national magazines. Advertis- | 
ing will not promote any individ- | 
ual appliances for the remainder 
of the year, although production 
has already begun on washing ma- 
chines, electric ranges and pres- 
sure cookers. The 1946 program | 
has not been definitely set, but | 
will probably consist of similar ad- 
vertising, 
advertisements as individual ap- | 
pliances become available. Wort- 
man, Barton & Goold, New York, 
is the agency. P 


Begins Product Copy 


Kelvinator will change its copy | 


to product advertising in October 


|and promote ranges as well as re- 


inell & Newell, 


frigerators. Schedules have not 
been announced, but more space 
will probably be used. Geyer, Cor- 
New York, is the 


lagency. 


Stockton, West, ‘up 1946 advertising plans, 
the June the company 
‘100% 


Westinghouse Electric Corpora- | 
tion, Mansfield, O., has not yet set 
but in 
announced a 
increase in its advertising 


September 


_» Jobs Wanted 
‘ BY VETERANS Se 


eee eee ee 


This Classified Advertising Will Appea: 
Newspaper Each Tuesday for a Limit, 


EMPLOYERS: HERE IS AVAILABLE m\ » 


Fee, 
ee 
Reet 

= 4 

EGS ne 
1. This ies job-finder service to help solve the =. Mail pour edvertioemen: 
joblem et shen an 
— [ite tetns w pe commen cub quad 820 Pork Square Bo iene Bon 
pile im touch with employers meeding thoes 
= © MPORTANT. hu & 

B. Therefore, each Tuesday. for s limited period — 
ta Gio ques Tes Coot brewing Company thet vou Rave your diecheres papayas, 
wil ran “job Wanted” advertisoments for pow analy Fer ay weeiien cred mm 
veterans of World War IL reeult of pow odes Paton 

3 Mf yen ase 0 cotarncd votren, sorvice-man or Please de net ape — 
eervico-woman ths apace @ fered wo you the provisions of thie of bee 

© Lam rem civertemes w= voumy-fre (28) ‘Y Gence te epee te lure. —— 
warts, Beg your quabhcsvons wmpor - te = x 
bal name sédrens and trie 
Brome sane i pe wah we wal me Pm © The Croft Brewing Com ay 
bos to re 


SPONSORED BY 


The 
piney?) op sot aa COMmay? 


FREE AD SERVICE—The Croft Brey. 

ing Co. is taking display space ever 

Tuesday for a limited time in the Bo, 

ton Daily-Globe, in which it carries free 

positions - wanted ads for discharges 
veterans. 


augmented by product le 


| Michigan Stove Company, 
Zimmer-Keller, 


—— 


expenditure for the last 
months of this year, 
r & Smith & Ross, Cleveland. 


Another company planning 


greater expenditures, whose plans 


is Detr 
Detroit 
Detroit, l 


are not yet formulated, 


Inc., 
the agency. 
Norge, 
General Electric, among others 
have not yet set their advertisir 

plans. 


Tantzen Names McCreight 

R. M. McCreight, with Jantzer 
Knitting Mills for 16 years, and 
formerly sales promotion manager 


and sales manager of the swi 
suit division, has been 


to general sales manager. 


through Ful- 


Nash-Kelvinator and 


promoted 


— 
ow WKBB Gets 
Listeners For 


‘YourProgram: 


>) 


in Dubuquelond 


Join the party... listen in on the fun! 


-T) 


| Through Dealer Contact 
and Program Promotion 


Oe 6 ee Oe 


aig 


WKBB makes liberal use of dealer cards 


| 
and letters to give advertisers further 

| product promotion through their dealers. 
| Informed of new WKBB programs spon- 

| sored by a product they carry or should 
LA stock, the dealers are encouraged to take 
A advantage of the demand created by the 
ll program and promote the product in 
4 window and counter displays. 

x 

cI) James D. Carpenter- 
RA Represented by 
A}, 

. 

= 
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we | 
Tas | 
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WKBB offers close cooperation with ad- 
vertisers to assure alert time buyers maxi- 
mum returns for advertising investments. 
Remember, in Dubuque, WKBB holds top 
ranking morning, afternoon, and night 
with listener preference running as high 
as 4 to 1. WKBB is your wisest choice 


to reach the Dubuque area. 


Executive Vice President 


Howard H. Wilson Co. 


DUBUQUE 


IOWA 


AFFILIATED WITH AMERICAN BROADCASTING COMPAN 
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easury Urges 
idory Loan Ads 
lug Self-Interest 


Washington, Aug. 29. — “The 
;-interest theme can be used to 
duce powerful and_ effective 
tory Loan advertising” during 
.Jast war loan, Oct. 29 to Dec. 
the war finance division of the 
Department points out. 


easul s 

puring the new drive, all bonds 
| be called victory bonds in- 
ad of war bonds, with an over- 


quota, corporate and individual, 
at $11 billion. The quota for 
jividuals is $4 billion—$2 billion 
+ E bonds alone. The Treasury 
soests that copy on the new de- 
ination bond in this drive—a 
() Roosevelt bond —feature it 
a minor way for what it is— 
»new addition to the line.” 
Theme Suggested 
The government points out, as 
|, that in addition to the self- 
erest theme, advertisers should 
hlight the following reasons for 
is last campaign: To raise money, 
re of the wounded and rehabili- 
ion of veterans, cancellation and 
rmination of war contracts, in- 
tion, bringing men home, and 
pintaining armies of occupation. 
e Treasury admitted that “good 
ertising material’? could prob- 
bly not be found in asking people 
buy bonds to maintain their 
ns abroad, or stop buying war 
aterials. 
A design combining the victory 
reath and liberty torch, with the 
ds “Victory Loan” prominently 
splayed, has been developed for 
ein all Victory Loan advertising 


1945 


;materials. Black and white prints | 
}and proofs with color indications | 


are available on request from 
Thomas H. Lane, director of ad- 
vertising, press and radio, war 
|finance division, U. S. Treasury 
Department, Washington, D. C. 


Seymour Hesse 
Joins Peck Agency 


Seymour D. Hesse, formerly 
vice-president and director of ad- 
vertising, promotion and merchan- 
dising of Schen- 
ley Distillers 
Corpora- 
tion, New York, 
has been elected 
vice - president 
and member of 
the board of di- 
rectors of Peck 
Advertis- 
ing Agency, 
Inc., New York. 
The agency is 
expanding in all 
departments. 

Mr. Hesse joined Schenley in 
1934 as advertising manager of the 
monopoly states division, becom- 
ing assistant advertising director 
in 1936 and advertising director 
three years later. 


Seymour Hesse 


Gets Surplus Account 


Sydney S. Lovitt Company, 
Chicago, has been appointed 
agency for the Surplus Commodi- 
ties Company. The client handles 
surplus material from government 
sources for public consumption. 


Geyer Ups Reynolds 
Frederick Reynolds Jr., director 
of research of Geyer, Cornell & 
Newell, New York, has_ been 
elected vice-president. Mr. Rey- 


| Rubicam. 


| 
| 


| 
| 


The official slogan will read, | 
“They finished their job—let’s fin- 
ish ours!” 


BMB Committee | 
Outlines Plan 
for Sampling 


New York, Aug. 30.—The tech- | 
nical research committee of Broad- | 
cast Measurement Bureau, meet- 
ing yesterday, outlined the pro- 
cedure followed in allocating 
samples for the bureau survey. | 
Individual reports will be issued | 
for each of the 3,072 counties of 
the country, with subdivision of | 
36 large-area counties into some | 
85 separately sampled units. 

Each city in which a station is | 
located will be separately re-| 
ported, and individual reports will | 


ee ; Mr. Peckels began his business | 
be prepared for all cities of 50,000 | career with PP agg Pee Mpg cress APRA Formed 


population or more in_ heavily | 
populated counties, and all cities | 
of 10,000 or more outside metro- | 
politan counties. 

Industrial Surveys Company, | 
New York, had been appointed to | 
handle part of the work of assem- | 
bling names, and the committee | 
recommends that the first complete | 
study of BMB be confined to con- | 
tinental United States. An ex- 
change agreement now being ne- | 
gotiated with Canadian BBM}! 
would extend this service into 
Canada. 

The committee approved a pro- 
posed plan for network subscrip- 
tion and, confining recommenda- | 
tions to technical implications, the 
committee found the plan to be 
feasible. A. N. Halverstadt, di- 


| rector of media of Procter & Gam- 


|nolds was formerly with Young & | has 


ble Company, is chairman of the 
committee. 


‘News’ Joins Inland 

Inland Daily Press Association 
elected the Daily News, 
Lamar, Colo., to membership. 


67 
Peckels Takes Over named branch manager at Fort 
Wayne, Ind. A year later he was as 
New Harvester Post transferred to St. Louis as man- = 
M. F. Peckels, formerly assis- | @ger of the motor truck branch, _ 


and in 34 was called to the Chi- 


tant manager of the consumer re- . ; ; 
cago office as manager of national 


lations department, International 


Harvester Com- users motor truck sales. With 2 
pany, Chicago, outbreak of war, he took on the 
has assumed job of recruiting two Harvester 

his new duties battalions and five maintenance 

as head of the |companies for specialized mechan- 

department. He }ical service in the armed forces, 

succeeds A. C. and also was assigned to handle 


ithe nationwide salvage campaign 
|carried on by more than 8,000 
| Harvester dealers. 

|} In 1942, Mr. Peckels was named 


Seyfarth, whose 
appointment as 
director of ed- 
ucation., in 


| 
charge of di- |manager of the company’s De- 
recting all IH troit war products office, where 
education and he remained until early in 1944, 


training work, M. F. Peckels when he was again called to Chi- : 
was recently announced (AA, /|Cago as assistant to Mr. Seyfarth. 7 
Aug. 27). —_——_—___ 


the Chicago manu- 
facturer about 30 years ago, serv- 
ing in various capacities in the 
home office. Turning to sales, by 
1926 he had progressed to assis- 


The Associated Publishers Rep- 
resentatives of America, repre- 
senting publications in the enter- 
tainment, comic and allied fields, 


tant manager of the Springfield,|has been formed with offices at 
Ill., branch and in 1931 was/|1476 Broadway, New York. 


PRODUCT 


t 


New products created to order, tailor-made to your existing 
distribution and manufacturing facilities. INVENTIONS 
DEVELOPED, engineered, styled, made ready for the market. 
Our 181 engineering and product specialists make a specialty 
of doing the impossible. BARNES & REINECKE - Industrial 
Designers & Engineers * 230 E. Ohio + Chicago 1] * Delaware 6350. 
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No skeletons in our closet... 


(just a long-time record of picking talent that goes to the top) 


OU can peek into all the closets you 

want at WBT. We’ve nothing to 
hide—least of all our flair for picking 
some of the liveliest and most success- 
ful radio talent ever to stand before 
anybody’s microphone. 

WBT’s alumni are an illustrious 
group. There’s Johnny Long, for ex- 
ample, and Kay Kyser. WBT listeners 
knew Johnny when his now-famous 
Southern drawl was only one of many; 
they remember Kyser when his “how 
y'all” shook only Charlotte rafters. 
WBT audiences were the first to dance 
to the music of Skinnay Ennis, John 
Scott Trotter and Saxie Dowell, back 
when Variety would have called all of 
them “unknowns”. 

Lansing Hatfield and NormanCordon 
began their journey to the stage of the 
Metropolitan from WBT’s studios. Joan 
Brooks, Alfred Garr, the Golden Gate 
Quartet and The Four Knights—they all 
started at WBT. So did announcers Bill 
Shadell (CBS correspondent in Europe), 
Sandy Becker (of CBS, New York), Bill 
Bivens, and sportscaster Russ Hodges. 

This knack WBT has of recognizing 
big-time talent and pushing itealong to 
national prominence is still as sharp as 


Represented by Radio Sales, 


the SPOT Broadcasting Division of CBS 


ever. (It’s also helped us win six Variety 
“Showmanagement” plaques—more 
than any other station in the country.) 
Look at Camp Meetin’ Choir—30 richly 
melodious negro voices that have hit 
the popularity jackpot via CBS’ Wings 
Over Jordan after only six months on 
WBT. Or the Johnson Family, three- 
year singing favorites of WBT lis- 
teners, featured coast-to-coast over 
CBS this very summer. 

People of the Carolinas acclaim 
WBT’s “discoveries” with open enthu- 
siasm. But they have the same welcome 
for products of sponsors who advertise 
over WBT. Don’t keep our 659,814 radio 
families* waiting any longer. Call us 
or Radio Sales today. 


*Net weekly circulation, 
CBS estimated radio families, 1944. 
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OPA Clings to 
‘AD Prices Despite 
Retailer Protests 


(Continued from Page 1) 
Bachman of the New York Uni- 
versity School of Commerce, and 
Martin R. Gainsbrugh of the 
National Industrial Conference 
Board, the retailers contended that 
merchants will not have sufficient 
margin left to absorb increased 
cost of goods, and still let govern- 
ment price controllers hold the 
line at only the consumer level. 


Earning Increases Temporary 


The report asserted: 

1. Increases in earnings before 
iaxes were a temporary wartime 
phenomenon, with earnings 
boosted because of larger sales, 
lower expense rates, fewer mark- 
downs and a decrease in the num- 


ber of retailers. 

2. Movements in retail sales are 
closely related to changes in indi- 
vidual incomes, and will go down 
as incomes drop. 

3. Expense rates will rise as 
services and expenses are reas- 
sured. During the war, depart- 
ment store expenses were down; 
with delivery expense 0.8%, news- 
paper advertising costs 1.5%, 
wrapping and packing 0.5% and 
credit 0.4%. 


Bowles Disagrees 


However strong the _ retailers 
argued, Price Administrator Ches- 
ter Bowles promised only “to take 
the argument under considera- 
tion,’ but commented that he 
“could not agree with some of 
their basic assumptions.” 

Meanwhile, Mr. Bowles was dis- 
playing an order from the Office of 
Economic Stabilization instructing 
him to provide for “reasonable 
absorption of manufacturers’ in- 
creases at later levels of distribu- 
tion.” In addition, the directive 
told him to provide for “balanced 


YOU MAY BE ABLE TO PITCH 
A BALL 127 MILES AN HOUR— 


BU T_vou cant THROW 
AN “OUTSIDE” SALES TALK 


INTO WESTERN MICHIGAN! 


Possibly you know about 


the queer local condition 


of fading prevalent in Western Michigan. 


Listeners here seldom can tune in outside stations 


with satisfactory results— 


giants in Chicago and Detroit! 


—not even the 50,000-watt 


Only broadcasts 


originating within the fading wall can be regularly 


and dependably received. 


A real combination 


WJEF in Grand Rapids- 


WKZO 


in Kalamazoo and 


—now offers complete cov- 


erage of all Western Michigan, with ever-clear sig- 


nals. with CBS audience-appeal, with skilled local 


programming for the separate markets involved, and 


with one low combination rate to pay. Together 


they do the job these two big markets deserve. 


Let us send you all the 


Peters. 


a machine 
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at West Point 
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facts—or just ask Free & 
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from bow to plate. 
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Free & Peters, Inc., 


Both owned and operated by Fetzer Broadcasting Company 


Exclusive National Representatives. 


programs of production and distri- 
bution and the production of the 
lower priced lines of reconversion 
products.” 

Since it was first announced that 
WPB would remove controls over 
production, OPA has feared that 
low-priced lines would disappear 
from the market. Under the OES 
directive, however, OPA is asked 
to protect low-priced lines by re- 
fusing price increases to recon- 
verting manufacturers who are un- 
willing to produce about the same 
proportion of inexpensive and 
medium-priced goods that they 
produced in the last normal year 
of production. 


Cars at ’42 Prices? 


Whether cost absorption would 
be applied to the automobile in- 
dustry on a broad scale remained 
a matter of doubt, on the basis of 
a formula under which OPA ex- 
pects cars will be produced at 1942 
prices. 

Auto prices must be worked out 
individually for each manufac- 
turer, on the basis of his 1941 costs 
plus increased labor and materials 
costs, plus “a normal peacetime 
margin of profit.” In revealing 
the formula, Mr. Bowles said he 
was confident the total in most 
cases would about equal the 1942 
price, which had been increased 
for the auto industry to compen- 
sate for early wartime production 
costs. 


Two Reasons Cited 


OPA gave two reasons for cal- 
culating prices for each manufac- 
turer separately: 

1. Each company purchases a 
different proportion of the parts it 
uses, sO an industry-wide formula 
would work to the disadvantage of 
small firms. 


2. Since all manufacturers will 
not go into production at the same 
time, the decision might otherwise 
have been delayed for several 
weeks. 

To give more flexibility to the 
manufacturers, OPA is suspending 
ceilings on parts when sold as 
original equipment for cars. While 
Mr. Bowles doubts that a general 
price increase will result, he has 
warned that should that occur, 
OPA would then consider requir- 
ing absorption by dealers. 


OPA SUES THOR ON 
RECONVERSION PRICE 

Chicago, Aug. 30.—The OPA 
filed its first suit against a manu- 
facturer for pricing a postwar 
item too high in federal court 
here this week. 

Electric Household Utilities 
Company, maker of Thor washers 
and other appliances, was charged 
with delivering. 5,000 new washers 
at prices 25% above OPA ceilings, 
and with urging distributors to 
sell them to dealers at a similar 
price boost. OPA asks triple dam- 
ages of $150,000 on sales already 
made, an injunction against price 
violations, and another injunction 
against encouraging price viola- 
tions by others. 

OPA charged that the company 
made its sales without OPA au- 
thorization for the increase, on 
the assumption that the increase 
would be granted, and that prices 
were subject to OPA approval. 
“The company’s action takes un- 
fair advantage of the rest of the 
industry, who are awaiting the 
final outcome of this discussion 
with OPA,” the government con- 
tended. 

Edward N. Hurley, Electric 
Household chairman, said he was 
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wo mermill’s “Pathway to Executive Success” — <—L 
isn’t just good advice. It puts in your hands — — i 
Some 115,000 boys, in this country and abroad, a concrete, step-by-step plan for taking your 
are members of the Open Road Pioneers’ Club. present job apart and fitting it into the 
* 500 new members enroll each month. Thousands of letters broader needs of your company. It shows tunity — but see it before it comes. It’s a 
\ interested readers to Deep-River Jim, the noted woodsman : J s ; 
lacts the Club... how, right now, you can begin to direct program that has worked for others. It will 


» typical of Open Road's exceptional action-getting power! yourself and your day-by-day work so that 
ional proof that Open Road is geared to the boys’ world, 
’ interpreting what boys like and want 
“I Ov magazine. 
Road's outstanding editorial perform- 
‘Sno accident. Here is a quality magazine 
‘traight at the quality youth market. Your 
Y ‘sin in Open Road tells a selling story to 
oys who believe in their own maga- 


work for you. Send the coupon. No sales- 
you'll not only be ready for the next oppor- man will call. 2 


Depend on Hammermill Bond for your office printing. 
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IT IS HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 
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1. a 
a 


What Every Youngster Knows!............ peeakeaveeneees 


The bicycle chain that means win or Yose' in a kids’ 
race can mean victory or defeat in industry also. 


How To Reduce Your Waste-Line........................ 


The bulge on your inefficiency graphs comes from 
consuming too much time on paperwork. 


Recipe For Coffee: First Take One Tornado............ 


A tempest in a coffee-pot means 
less fuss in the kitchen. ’ 


Apis Melifera Knows An Industrial Short Cut.......... 


Watch the way of a bee with honey for a valuable 
hint on food storage. 


What's Management Got To Do With Four Year Olds?.. 


Group protection keeps a man’s family at home, and 
his worries out of the office. 


What Does A Girl Have To Do To Be A “Pin-Up?”’...... 


Not a thing, if she’s seen in the right places— 
the funny papers. 


A Human Life—Delivered In A Bottle.......... sos aleeaede 


Refrigeration is the safe conduct on blood plasma’s 
journey from donor to recipient. 


How Long Since You’ve Had To Sharpen Your Pencil? 


You'll have to hold down costs to hold customers 
against competition now, so start figuring. 


When Knights Were Bold—They Were Not So Big...... 


America’s men and their appetites are bigger than ever, 
but so are their dietary deficiencies. 


are a, Wee een: ae: Chain Belt Co. 


The Buchen Company 


Addressograph-Multigraph Corp. 


The Griswold-Eshleman Co. 


Se ae aaa tol Carboloy Company, Inc. 


Brooke, Smith, French & Dorrance, Inc. 


..Refined Syrups & Sugars, Ine. 


Fuller & Smith & Ross, Inc. 


Connecticut General Life Ins. Co. 


Edward W. Robotham & Co. 


rere Puck—The Comic Weekly 


Cecil & Presbrey, Inc. 


Bev esie re anes York Corporation 


J. M. Mathes, Inc. 


Shed resend Joshua Hendy fron Works 


Leon Livingston Advertising Agency 


pee kira ...... Anheuser-Busch, Ine. 
D‘Arcy Advertising Company 


+ For fifteen years FORTUNE has been writing the biogra- 
phy of American business. Part of it, like the above, has been 
told in advertising headlines. Now, with the wartime chap- 
ter virtually completed, FORTUNE’s editors and advertisers 
turn to what promises to be the most exciting part of the 


story — American business rebuilds a 


peacetime world. 
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FORTUNE — THE MAGAZINE OF MANAGEMENT — IS A STUDY OF BUSINESS FOR THE ENLIGHTENMENT OF MANAGEMENT MEN. 


85% of FORTUNE’s 188,000 subscribers are management men — and survey after survey shows that advertising in FORTUNE reaches 


management more certainly, more effectively, and more economically than in any other magazine. 
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VIEWTONE 


PHOTOGRAPHIC REVIEW 
OF THE WEEK 


SPONSOR IS VISITOR—Andrew Jergens (right), president of the Andrew 

Jergens Co., dropped in at a broadcast of the new mystery serial, ‘The Amaz- 

ing Nero Wolfe," which made its debut recently over the Don Lee-Mutual 

western network for Jergens lotion. With him (left to right) are S. James 

Andrews, producer of the program for Lennen & Mitchell; Charles Victor, 

Paramount actor, who co-stars on the show, and Francis X. Bushman, noted 
actor of silent film days, who plays ‘Nero Wolfe." 


TELEVISION for EVERYONE 


(OTP D PROM THE SY TIMES, ALG. 3.1945 Here i is! Low cost television — Television at o price your 
« 


customers formerly paid for o table model radio set — And 
they said it couldn't be done! 


WIDGET PRELEVISION- RECEIVER IN DEBUT 


Here is safe, practical television for VOLUME SALES ond 
LARGE, STEADY PROFITS. Simple installation .. . and serv- 
icing . . . television fo sell over-the-counter. 


CALLING ALL DEALERS-— DISTRIBUTORS 7 


VIEWTONE is the name to tie up with NOW. In reseorch 
since 1931, VIEWTONE IS CERTAIN TO BE A LEADER IN 
THE TELEVISION FIELD.. 


And we'll be ready at the word “GO” with o complete line 
of low price television receivers, FM and AM radios and 
combinations, all of them sales magnets — new in every | 
feature. : 


to he the first bow-not tahle-model telewiemn reeecer ‘ 
market that will be apen 


reafutls put through 
ity Here’s what a VIEWTONE FRANCHISE means: 
bind A mamber of 


pred ilivats alee were de iceman oA ace ized and 
television field. 


ite ie ws image 


ed va barges and more 


spected in the radia and 


And wre is what the WORLD-TELEGRAM said: 
been pushedan important step forward be the View tease 


* A complete stock plan for dealers. 
* The backing of a whirlwind of consumer advertising ond 


K v af the receiving.sets to $166 from $500 os publicity. 
‘ ps wmeve omech of the pesistanre apaimet o wide 
mn wk Uhesé ienstrumsems * A product that is “right” . . . a plan that assures healthy | 
S100 treteuaemt sommed to us ta do se sood a job ss any of the 
wed inachions we heve sera in aperation.” sales and steady profits. . 
Lb 
Oo. 's, WRITE FOR THE FACTS TODAY 
oo ‘ oye 


<= VIEWTONE COMPANY & 


< 
+ Office: 203 E. 18th St., New York 3, N.Y. « Factory Site: B’klyn, N.Y. . 7 = 


DEALER DATA—Viewtone Television Co., New York, seeks dealers and 

distributor tie-ins through this trade ad are "the first low-cost table- 

model television receiver ever constructed" to retail at approximately $100. 

The company also plans a combination record player and radio for about 

$65. Consumer advertising is scheduled to break in October, through Lester 
Harrison, Inc. 


~£0 _EADERS—The appointment of James A. Farley as chairman of the 


ork City Committee for Economic Development early last month brought 

sr these three CED leaders. Shown here with Mr. Farley are Paul G. 

in, left, president of Studebaker Corp. and chairman of the national 

snd James H. McGraw, Jr., president of McGraw-Hill Publishing Co. 
and regional chairman of CED in New York state. 


EVOLUTION — Talon, Inc., Meadville, 

Pa., has started a new series with this 

black and white ad in business papers, 

Collier's and The Saturday Evening 

Post, to promote Talon slide fasteners. 

McCann-Erickson, Inc., New York, han- 
dles the account. 


GOLD 
SIRAIL 


NEW YORK STATE 


Ch € ag 5 7 “702 


CHALLENGE — Urbana Wine Co., 
Hammondsport, N. Y., maker of Gold 
Seal champagne, has launched a maga- 
zine and newspaper campaign designed 
to convince the American public that 
champagne "costs less than the food at 
a dinnet party." The campaign, featur- 
ing the new Gold Seal trademark and 
symbol, will continue until New Year's. 
Lawrence C. Gumbinner Advertising 
Agency, New York, handles the ac- 
count. 
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—"" DOUGLAS DC-6 
i 


PROMISE—Douglas Aircraft Co., Santa 


Monica, Cal., through the Essig Co., 
Los Angeles, switches over to civilian 
copy in this color-page magazine ad- 
vertisement which announces that the 
Douglas DC-6—''That plane you gave 
up for Victory'—will soon be available. 


ro 


GETS A PLAQUE—C. B. Lindeman (right), publisher, 


recognition of the services of local war loan leaders. 


the county; Web R. Harrison, past president, Seattle Advertising Club; 
Claire Drew Forbes, Rhodes Department Store; Royell D. Friend, Frederick 
& Nelson; Reno Odlin, war finance chairman for the state; and Deitrich 


Schmitz, war finance chairman for the county. 
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VERSATILE—Samples of Ready-Pasted wallpaper are mounted on both sides 

of this new display fixture offered to dealers by Trimz Co., Chicago. Charts 

offer help to customers in selecting patterns to harmonize with individual 

color schemes, and tell how many boxes of Trimz paper are needed for rooms 
of various dimensions. 


i | White loday 
fo those Away! octoee® 


TIES—"'Letters, the ties that bind .. .'' will be the theme of the 8th Annual 
National Letter Writing Week, Oct. 14-20, reports Paper Stationery & Tablet 
Manufacturers Association, New York, campaign office. Despite 
of victory, the slogan will remain, as the association feels service personnel will 
be more anxious than ever to receive mail. Three-color lithographed posters 
are available free to stationery dealers so that window and counter dis- 
plays may be made. Best photographs of these displays will receive cash 
prizes totaling $440 
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Seattle Post-Intelli- 
gencer, gets a plaque reproducing the Iwo Jima flag-raising ceremony, in 
Left to right: Mrs. J. L. 
Locke, director, women's division; Andrew Price, 7th War Loan chairman for 
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At the bookseller under the sign of the Bible, buckram anu. 


—_— 


gilt begirt the homilies to hearten man... wise saws to sharpen the ws, 
leaves for the Goodwife and Greek lexicons, almanacks, arithmeticks, 
sundry charts for coasting sailors . . . horn books “which hath holpen t| « 
childer’’. . . stout tomes of commerce for squires with cargo or adventue 
in the Levant... and brave tales of “gibbet and gyve to affright and 
raise the gore’’ when the chill wind howled at the chimneypot. And 
here too was published a weekly press, the Mercury with news of the 
murderous ravages of the Muscovites, Monsieur Lawes’ surprising 
speculations, the pox afflicting Paris, the Entrances and Clearances 


of the Port, and sundry intelligence for Subscribers. 


Tue Book or Books. . . symbol of the spirit and man’s strivings 

as well as the vellum-vendor’s sign . . . might also mark the modern 
newspaper. For like it, today’s newspaper stands steadfast to 

its faith in humankind, records the eventful, chronicles happenings of 
commoners and kings; preserves proverb, custom, worthy wisdom; harries 
the contemporary devils and all their works... and for gayer moods and 


moments has story and saga, poem and picture, comics and canticles. 


In Pumaperputa, The Inquirer once each four and twenty hours 

binds the world’s events in paper-backs, rich reading for 500,000 
respected homes endowed with wealth of mind as well as of exchequer... 
and its linage bears testament that it fetches well in the exchange of 


wares for local merchants and national advertisers. 


Che Philadelphia Mrquirer a 


Andrew Bradford at the sign of the Bible 
in Second Street according to the 
American Weekly Mercury, September 15, 1734 
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